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YOURE 
TELLING ME 
THEY LL SELL? 


WHY THIS 1S HEALTH— 
SHOE STYLING 
WOMEN HAVE BEEN 
BEGGING FOR! 





















EXCLUSIVE | 
RHYTHM TREADS 


WILL REVOLUTIONIZE | 
HEALTH-SHOE SELLING! | 


It’s a new kind of shoe—Rhythm Step! With everywhere are greeting Rhythm Steps with un- 
a new kind of health feature—Rhythm Treads! bounded enthusiasm! Many say it solves their 
Not a “comfort” shoe vainly trying to look major shoe problem by enabling them to fit 
stylish—but for the first time in the industry a women according to correct orthopedic principles 








style shoe that has been given health features! and still give them the shoe smartness every “i 

A complete right-about-face! No wonder buyers woman wants! ; 
ADVERTISING PROGRAM WILL 

WIN MILLIONS! \aul : 

ARLY in the fall prominent stars will introduce > ay, = 


Rhythm Steps to millions of women in the pages s 
of America’s foremost magazines. They will tell them 50 


about Rhythm Treads—the secret of three extra com- 





fort features—a patented construction no other shoe RETAIL ey SS ZG i 

can have! Women everywhere will want this new ° Hy <9 4 

shoe sensation. Wait for the Johnson, Stephens and 0 j 
J P {€ onde HEALTH 


Shinkle salesman if he has not visited you yet. 


JOHNSON, STEPHENS & SHINKLE SHOE CO., ST. LOUIS, MISSOURI 


When writing advertisers please mention Boot and Shoe Recorder 
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oot amd Shoe K 


VOICE or THE TRADE 


ATHLETIC shoes, or “shoes 
for active participation in sports” 
appear to be gaining by leaps and 
bounds, for the U. S. Department 
of Commerce reports that output 
of them for the first four months of 
this year-was 169.6 per cent or 
more than 24% times as many as 
were made during the first four 
months of last year. The total out- 
put for the 1935 period was nearly 
1,300,000 pairs, all of solid leather 


AINT THERE GONNA BE ANY MORE 
SPECIATORS ? 
S ae 











—the figures not including shoes 


with rubber soles and fabric uppers. 
* * * 


M. o. SIMONS, Victoria, Texas, 
said: 

“In children’s shoes, we have 
found that the only kind we can 
sell are the good ones. Our trade 
demands shoes which will wear and 
look good. We had much rather 
the other fellow would pile up his 
troubles in selling the cheap shoes 


and worry about the trade he is | 


losing.” 
* * * 


Joun R. RINN opens a men’s 
shoe shop in Suite 71, 542 Fifth 
Avenue, New York City under the 
most favorable conditions. 

He was in charge of J. & J. 
Slater’s men’s retail department for 
many years. When the Slater men’s 
shop was closed, John Slater sat 





down with him and talked over 
plans and went so far as to turn 
over all the records, data and mail- 
ing lists pertaining to the men’s 
branch of the business and said to 
him: “Mr. Rinn, they are all yours. 
Good luck to you in your new ven- 
ture.” 

Which goes to prove that the code 
of good friendship developed in 
shoe stores continues on even 
though employee and employer 
may separate. What is more, he 
permitted the new business to an- 
nounce: “John R. Rinn, formerly 
with J. & J. Slater, and a cordial 
greeting to one and all.” What a 
magnificent spirit in this competi- 


tive age. 
* * * 


F ROM shoemanship to showman- 
ship. M. A. Mittelman, president 
of Russek’s Inc. and president of 
the National Shoe Retailers Asso- 
ciation, carried out his reputation 





Z 


ean 


for doing the versatile and surpris- 
ing thing by blossoming forth as 
an infpresario. He is president of 
the newly organized Paradise-on- 
the-Lake, Inc.—a leading country 
club which opened with the biggest 
features, bands and entertainment 
ever seen in Detroit. 

Paul Whiteman was Mittelman’s 
first pick for a band to open the 
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club, and he is being followed by 
equally noted bands—Abe Lyman, 
the following week, with Rudy Val- 
lee coming on July 14. The new 
club is the former Masonic Coun- 
try Club on Lake St. Clair. It seats 
nine thousand people -and is evi- 
dently destined to be one of the 
leading spots of Detroit, with a 
cover charge of $1.10 and $2.20, 
which is a new high for recent De- 
troit night clubs. 

* * 





Mary M. MURPHY, sales pro- 
motion manager of The Fair, Chi- 
cago, speaking in Chicago last week, 
said: 

“The merchandise manager in 
the store of today is like the dodo, 
historically interesting, but just as 
extinct in point of being necessary. 
Give my store a good general man- 
ager, a good sales promotion man- 
ager, a not-too-essential controller, 
and a corps of smart, two-fisted 
buyers, and you have assembled the 
elements of sure success.” 

Miss Murphy advised that the 
buyer be relieved of half of his 
bookkeeping and half of his 
drudgery. “Let the merchandise 
managers do these things,” she said; 
“it will keep them busy. 

“We should get closer to the 
buyers. This business of approach- 
ing them through their merchandise 








manager is nothing short of damn- 


able.” 
* * 


FRANK BUSH of Wetherby- 
Kayser, Los Angeles, says: 

“We are experiencing a decided 
increase in our better shoes and a 
decrease on the lower priced lines. 
Many customers who tried cheaper 
shoes are now back with the kinds 
they have bought for years. We 
are hoping and praying for the day 
when the lowest price shoes we 
will carry will be at $6.50, and we 
are working on our Fall plans with 


that in view.” 
* * * 


AL GUDE of Gude’s, Los Ange- 
les, says: 

“The public will not let us sell 
them shoes on a close margin be- 
cause they demand so much in the 
way of free service; and also they 
run up the selling expenses through 
unjust complaints and _ returns. 
Then our philosophy of business 
is such that we do not consider 
a pair of shoes sold until the cus- 
tomer has returned for another 
pair.” 


PRETTY GOOD — 
eu -FEeT ? 








THE best ad of the week! 

“A mere twelve ounces . . but 
what shoes! Featherweight White 
Buck Oxfords—$8.50. A shining 
example of what the perfect Sum- 
mer shoe should be . . . rivaling 
bare feet in comfort . . . cool as a 
morning dip . . . impeccably styled 
... suitable for every daytime dress 
and semi-dress occasion. Note the 
admirably restrained perforations 
. .. the decorative stitching . . . the 
fashionable heel, and imagine the 
charm this shoe will add to your 
Summer wardrobe. 

“These shoes tested for Air Flow. 
The Air Flow test assures you that 
air will circulate freely through the 
shoe, evaporating perspiration . . . 
insuring cool comfort and a well 
groomed look. Air Flow articles 
can be bought only at Blooming- 
dale’s, New York.” 











BUSINESS’ 
RESPONSIBILITY 





—‘I would like to unmake 
some of the millionaires I 
have made.” 

—This tremendously significant 
statement was made recently by 
John Hays Hammond, one of 
America's greatest engineers— 

—Mr. Hammond undoubtedly had 
in mind the sorry mess that many 
of our so-called "big business 
men" had made of the huge in- 
dustrial structure which has been 
developed in this country during 
the past quarter of a century. 

—Big business of itself is a fine 
thing—a natural concomitant of 
modern industrial enterprise and 
progress; but big business mauled 
and mangled by men whose main 
objective is finance, and not serv- 
ice, is a sad spectacle to con- 
template. 

—No doubt NRA has had a sober- 
ing effect upon the business mind, 
and has saved many a good man 
from his feverish fancies. 

—Now that business is to be given 
another chance to govern itself, 
let us hope it will do so in all 
humility and with honest interest 
toward worker, stockholder and 
the public at large. 


S nsit RQ lex a 
President 





Ml 

SMOKE DAMAGE” was an- 
swered by a merchant as follows: 

“A year ago our next door neigh- 
bor had a serious fire. Our store 
was badly ‘smoked up.’ We didn’t 
suffer any real fire loss—only 
smoke damage. Our adjuster was 
exceedingly fair. 

“We had 3500 cartons of shoes. 
These had to be re-wrapped with 
new tissue—not new cartons—and 
they allowed us 20 per cent on 3500 
cartons or $700. 

“In addition to this, the shoes 
had to be left open for ten days, 
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so no moisture would get in the 
fabric or leather. 

“IT found no serious after-effects. 
What little odor was in shoes dis- 
appeared in a few days and I have 
not lost a sale on a single pair 


999 


from ‘smoke damage. 


* * * 


JOHN WOOD, vice-president of B. 
Altman Company, New York, 
speaking before the N. R. D. G. A., 
said: 

“It is of vital interest to maintain 
an ‘esprit de corps’ in retail busi- 
ness today. Department stores 
should guard against manufacturers 
advertising their wares in coopera- 
tion to such an extent as to neglect 
the main thought of department 
store advertising—that the store it- 
self should be sold along with its 
merchandise. 

“Now is the time to plan for big- 
ger and better and more institu- 
tional advertising. Selling the house 
as an institution of service to the 
public is a need of the day. Re- 
gardless of political upheavals, 
there can be no question that con- 
ditions and profits are improving.” 


X< 
( 
ry Xx 
“— _ 


GoLDEN JUBILEE for Swift! 
Gustavus F. Swift had $20 cash, 
and he bought for $19 a heifer from 
a neighbor; and he dressed and 
sold the heifer. That happened at 
Cape Code 80 years ago. Fifty 
years ago this year, he formed Swift 
and Company, Chicago packers, 
and started to revolutionize the 
meat packing industry. 

The story is familiar, particular- 
ly two features. One—the trans- 
portation of beef and other meat 
products in refrigerated cars. The 
other—the utilization of waste, so 
much so as to repeat the familiar 
remark: “Everything but the squeal 
of the pig was put to use.” Dur- 
ing the fifty years Chicago became 
one of the world’s great packing 
centers and also one of the chief 
markets for hides and skins out of 




















which to make leather for boots 


and shoes. 
* * 


THE U. S. Quartermaster at Boston 
will open June 25 bids for making 
82,932 pairs of logger boots for 
the U. S. Conservation Corps. Spe- 
cifications require that the boots be 
made under factory conditions ap- 
proved by inspectors of army shoes, 
but do not require that they be made 
under NRA conditions, as did for- 
mer contracts. 





PERCIVAL E. FOERDERER, 
chairman of the Board of the Tan- 
ners Council, at the American 
Leather Chemists Convention last 
week, said: 

“The principal market for leather 
today is the shoe industry. Only 
10 per cent of cattle hide leather 
and small percentages of other 
types are used for purposes other 
than shoes. It is superfluous to re- 
mark that the leathers used in shoes 
today represent a constant improve- 
ment, a huge advance in technical 
quality and in the variety and beau- 
ty of finishes. And yet, an all- 
leather shoe is something of an 
anomaly today. In the last decade 
rubber and composition soling ma- 
terials have made noticeable dents 
in the market for sole leather. Up- 
per leathers have not suffered to the 
same extent, but the threat of sub- 
stitution can never be disregarded. 
As far as the internal organs of the 
shoe are concerned, the story is 
much sadder. A vast market for 
leather counters, box toes, insoles, 
linings, heel bases, etc., has gradu- 
ally shriveled away. 

“In connection with the omni- 
present fact of competition, consider 
the economic position of the indus- 
try. Our raw material is a by- 
product over which we have very 
little control. The uniformity and 
homogeneity of our raw material 
leave a good deal to be desired. 
From the standpoint of price, hides 
and skins are notorious among 
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economists as sensitive commodities. 
That is, they go up and down very 
frequently and rapidly and for very 
little reason. On the other hand, 
tanners sell their leather to an in- 
dustry where they have, of course, 
little voice in the matter of the final 
price the consumer pays. The 
course of shoe prices in recent years 
has been downward dictated by a 
terrific battle for volume in the 
shoe industry. 

“These two millstones, raw ma- 
terial prices and shoe prices, both 
of which are somewhat irrational, 
are on either side of the tanning in- 
dustry. You can see in them the 
explanation for a good deal of the 
pressure, both actual and always 
potential, of competitive materials. 
Cheap shoes and sky-rocketing raw 
materials can make a very unplea- 
sant situation. They spell competi- 
tive disadvantages for leather and 
increased consumption of substi- 
tutes. 

“Such a picture may well be 
slightly incomprehensible to scien- 
tists who are accustomed to the 
control of every factor in the lab- 
oratory. You may wonder why we 
practical and hard-boiled execu- 
tives permit the raw material mar- 
ket to go willy-nilly or permit our- 
selves to be whipsawed into a 
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hattle for volume where everybody 
loses. I sincerely hope that you do 
wonder, because I have a suspicion 
that a slightly scientific attitude in 
the business end of this industry 
might be effective in smoothing the 
bumps. However, the economic 
facts at present are such as I have 
indicated. They have an importance 
today in view of the general eco- 
nomic background I have outlined 
which cannot be _ overestimated. 
Substitutes, custom tailored, present- 
ing uniformity and homogeneity, 
as well as price advantages in some 
cases, threaten the stability and even 
the security of our industry and all 
its workers. The lines of battle 
have been drawn under the pressure 
of economic facts. We are now fac- 
ing a call to action. Yours is the 
scientific problem of giving leather 
new and unsurpassable advantages. 
Yours is the scientific problem of 
fortifying the competitive position 
of leather in a world of industrial 
change and progress. In your 
hands, gentlemen, lies the future of 
the leather industry.” 


* * * 


BUYING rubbers early. The U. S. 
Quartermaster at Boston opened 
bids for 291,087 pairs of four buc- 
kle arctics June 15. 





"Sorry, but this one seems to press my 5th proximal phalange, squeezes my 4th distal 
phalange, and rubs on my 2nd metatarsal." 





THERE are at least three interesting stories to be told 
about slippers in the shoe store. 

The first is a fashion story, and it has to do with 
the multiplicity of new and fascinating styles which 
resourceful slipper manufacturers are offering the 
trade right now—new designs that can be counted on 
to give alert shoe merchants an opportunity to develop 
extra profit sales this coming Autumn and Winter. 
We can’t begin to tell this slipper fashion story here, 


Six types of men's slippers 

that can be counted on to 

take care of the needs of 

regular customers and 

likewise impart stimulus 

to gift sales in the com- 
ing season. 


SLIPPERS 


but the pictures afford at least a glimpse of what’s in 


store for Fall. Even the camera fails, however, to tell 
an adequate story of what’s new in colors and ma- 
terials. One must actually see the creations themselves 
to get any sort of comprehensive idea of the beauty 
and variety to be found in women’s slippers this season. 

There’s another story of how alert, enterprising shoe 
merchants are making slipper business an exceedingly 
profitable branch of their trade, not only at holiday 





A fivesome of shearling "snuggies" for 
little feet and big ones. At the left, a 
man's slipper with shearling on the inside. 
Next, a woman's shearling slipper with 
collar and pom pom. A _ bunny's head 
forms the attractive trim on the novel 
child's bootee. The woman's slipper at 
the upper right has a natural clipped 
collar and the man's slipper at the lower 
right is in rich brown lamb, swank as we'!l 
as comfortable. 

















pers 
n to 
s of 





While the trend toward 
lat heels in evening slip- 
pers is increasing, a promi- 
nent manufacturer predicts 
they will never equal higher 
heel types in sales volume. 


For 
for Profit Increase 


time, or in early Fall, or at the other recognized “slip- 
per seasons,” but the whole year round. Carefully 
planned promotion, effective slipper displays, sugges- 
tive selling by the retail salespeople at the fitting stool, 
with persistent advertising and publicity carried out in 
a systematic, regular way contribute their respective 
quotas in making this attainment possible. These mer- 
chants regard slippers, not as mere accessories, or as 
“seasonable merchandise,” but as part and parcel of a 
complete shoe service. And it’s a revelation to discover 
what some shoe stores, both men’s and women’s, have 
been able to accomplish thus in putting slipper busi- 
ness on a stable, steady basis that yields a profit return 
every month in the year. 

The third story has to do with special slipper pro- 
motion, with the part that slippers can play in the 
development of increased Christmas business for the 
shoe store, and in a profitable gift trade at other sea- 
sons of the year. It’s an interesting fact, for example, 
proved in the experience of many stores, that a very 
considerable proportion of the men’s slippers sold in 


Two striking and novel style developments 
in the growing field of juvenile slippers. 


...A Fruitful Field 








At upper left, Lapin scuffer in various pastel shades. Next, kid boot, 
with collar of fur; flowered fabric D'Orsay; plain Kid 
D'Orsay; gold or silver kid sardal; jade 
green fabric mule. 









many shoe stores are bought by women, as gifts for 
husband, brother, son or “boy friend.” And it’s sur- 
prising what a worth while volume of slipper business 
can be developed by the intelligent promotion of slip- 
pers as gift merchandise. 

Thus, at a time when most shoe merchants are look- 
ing here and there for opportunities to increase sales 
volume and bring in extra profits, there is no more 
logical or sensible thing to do than to give real thought 

[TURN TO PAGE 50, PLEASE | 










































ly June, 1929, I wrote relative to Los Angeles: “Los 
Angeles is shoe conscious because printer’s ink, good 
windows, good service and good merchandise have 
made it so. It can be fairly rated as an AAA No. 1 
shoe town. 

“The core of the downtown shopping district is be- 
tween May’s and Bullock’s department stores. This is 
one of America’s best shopping blocks. In it are ten 
shoe outlets doing over $7,000,000 in shoes alone.” 

The ten stores referred to were Bullock’s, Coty, Gude, 
Wetherby-Kayser, Mandel, Jesberg’s Walk-Over, Col- 
lege, Hanan, and Florsheim. Now let’s visit this same 
block to see what has happened in six years to this 
group of stores. 

Bullock’s and May’s are still there and have both 
increased the number and extent of their shoe depart- 
ments. Apparently their shoe divisions are in good 
healthy shape as regards inventories, volume of busi- 
ness and physical aspects. Every indication points to 
a steady growth of shoe selling in these two stores. 

Coty is out. Gude has moved to a fine five-story and 
basement store on Seventh Street. Wetherby-Kayser 
are giving up this location in the early Fall. They 
have a fine large store on Flower Street, right off 
Seventh Street. College Boot Shop remains. Hanan 
has moved to Seventh Street, as has the Mandel store. 
Paul Jesberg elected to stay, so has put in a fine new 
front, and the Florsheim store is clicking right along. 

That means five are left. Newcomers to enter this 
block are: the Bently & Gordon stores, operated by 
1. Pritsker, selling women’s popular-priced shoes; two 
Edison Bros. branches; Feltman & Curme, two credit 
clothing houses, and the Dr. Reed Movable Arch store. 

Even with the changes mentioned, this is still a good 
shoe block. Any one block which can account for a 
$5,000,000 retail shoe business is a good block in any 
town. More pairs of shoes are being bought in this 
block than six years ago, but at lower prices. This is 
still by far the best block in the city for popular- 
priced shoes. 

Burr Dace of the College Shop tells that when he 
started the College Boot Shop eight years ago, his 
store sold the cheapest lines in the block ($5 to $8.50). 
Now taking into consideration the moving of the Gude 
and Wetherby-Kayser shops and excepting the depart- 
ment stores and Jesberg’s, prices at the College will be 


tops for the block. 
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LOS ANGELES— 






Geographically the Scene Has Changed 
Since the Recorder Field Editor's Last 
Survey, but Enterprising and Up-to-Date 
Stores Continue to Find an Adequate 
Market for Good Shoes at Good Profits 
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By 


HARRY R. TERHUNE 
Field Editor 





Many national tennis cham- 
pions have been developed on 
the courts of Southern Cal- 
ifornia, where out-door sports 
are an all-year pleasure. 


Smart crowds and smart 
shops on a Los Angeles 
boulevard. 


Photos—-courtesy of All-Year 
Club of Southern California 





All this means that the stores selling high-grade 
shoes have left this block on the expiration of their 
leases as they could not afford to renew leases at the 
advanced prices asked, while stores selling moderate- 
priced shoes have come in paying these increased rentals 
and are doing business. 

This shifting of a business sector of a great city is 
vitally important to the industry at large. What is 
transpiring in Los Angeles is happening in all growing 
communities. 

Mention was made of four stores moving to Seventh 
Street, west of Broadway. This section for five blocks 
is rapidly growing into a good shoe-selling section. 
Whereas there were ten shoe stores on this street in 
1929, now we find twelve, with ten of them selling shoes 
at $8.50 and over. 

This is the second time the shoe business has swung 
to Seventh Street, the former time being 20 years ago, 
so it does not count right now. Seasoned observers 
predict the present trend to be lasting, that is for the 
next decade, because of the character and type of stores 
established here. 

A third downtown shoe block is developing fast. 
This is important news, for it records the establishing 
of a very definite men’s shoe-selling sector. Now we 


[TURN TO PAGE 34, PLEASE] 





SMART WAYS 


to 
Show Shoes 


Saks & Company suggested a novel idea 
in the way of a flower clip to be worn on 
one shoe of a pair, lending a distinctive 
and seasonable touch. And out of this 
idea a novel and attractive window en- 
semble was evolved. A variety of flowers 
were offered, and duplicated in larger sizes 
for wear on the gown or elsewhere in the 
costume. 


REPEATEDLY during the past two months, Boot anp 
SHoE Recorper has emphasized the fact that a profit- 
able Summer business for the shoe store is dependent 
largely on the aggressive and attractive promotion of 
those seasonable specialties and types of shoes that are 
in harmony with the outdoor urge of the Summer sea- 
son. Alert and enterprising shoe men are fully in accord 
with this principle, if one may judge by the number 
and excellence of appealing window promotions of 
Summer shoes now appearing in outstanding shoe and 
department stores. This week we illustrate some strik- 
ing examples of the sort of window displays that can 
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be counted on to add substantially to the sum total of 
Summer shoe sales. 

Thus far weather has been a deterrent factor, tend- 
ing to retard the sales of many types of outdoor foot- 
wear which should normally reach volume proportions 
in northern cities around the first of June. All the more 
reason why retailers should make the most of the weeks 
that remain to sell such shoes at a profit before the 
time arrives when stocks must be cleared at a sacrifice. 


Plenty of sports atmosphere in this Lord & Taylor 
window. And plenty of opportunity to study every 
style. 
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Some New Curves and Angles 


: on 
SUMMER DISPLAY PROBLEMS 


In this connection it is pertinent to ask whether such 
distinctly Summer and vacation types of merchandise 
as white shoes, Summer sports shoes, beach footwear 
and the like need be sacrificed at clearance as early in 
the Summer as has been the prevailing practice of 
many stores. The problem isn’t a new one; year after 
year it recurs at this season, but whether it be through 
force of custom or fear of competition, the tendency 
persists to slash prices in mid-season. This is true even 
of merchants who are frank to agree that the practice 
is wrong in principle. 
At least it would seem the better part of wisdom in 
a season like this to postpone as long as possible the 
slaughter of prices on those types of merchandise that 
reach their peak of seasonableness and sales possibili- 
ties in Summer. If price inducements are necessary to 
clear shoes that have already lost the keen edge of their 
style appeal, might it not be well to offer special prices 
[TURN TO PAGE 36, PLEASE] 


Bloomingdale's, New York, . ’ 
used this simple but effec- A display by McCreery s, 
tive display to feature Fifth Avenue, which is pleas- 
Naturalizer shoes in whites ing in conception and care- 
and combinations. fully planned to show off 
the shoe to best possible 
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T HERE is a juvenile shoe store in New Orleans whose 
owner believes he has the sweetest end of the retail 
shoe business. This shoe man is Dan Steuer. He not 
only has a lively children’s shoe store right in the 
heart of the city, but an active leased children’s shoe 
department in one of the good department stores on 
Canal Street. 

When you sift it down, Steuer has good logical 
reasons for liking the children’s shoe business. There 
are also good reasons why he picked on this branch 
of retailing. It seems that he did not like the set-up 
of the women’s business as it existed three years ago, 
with its great competition and with its multiplicity of 
price and style problems. Then he did not like the 
long hours which neighborhod shoe men believed to be 
necessary. To top it off he had no particular interest 
in the men’s business—hence this children’s business. 
Good friends and friends not so good gave him three 
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New Orleans Shoe Man 
Finds 


Essentials in Successful 


These Are Prime 





Children's Business 


Gayly Decorated Interior of the New 
Orleans Shop of Dan Steuer 






Notice the Interesting Aeroplane 
Treatment on the Walls Above the 
Stock Cases and the Carefully De- 
signed Juvenile Furniture 





months to last when he started his children’s store. Along 
about the end of the first three months he was almost 
willing to agree with them—that is, until he got to 
thinking the situation over more seriously. He was in 
the business now, so he decided to put some extra 
effort and either make a real success or retire as grace- 
fully as possible. 

One thing that caused him to stick, so he says, was 
the conviction that most buyers have women’s and 
children’s shoes in the same budget. First thing, they 
get loaded with women’s style shoes and neglect the 
children’s business. 

As Dan Steuer tells it, “There are only a few vital 
things to watch in operating a children’s store or de- 
partment. The most important is the carrying of right 
styles and a complete run of sizes, with emphasis on 
the sizes. Running that phase a neck and neck race is 
[TURN TO PAGE 36, PLEASE] 
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EXTEND the WHITE Shoe Season 
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Don't be stampeded into early sacrifice of your 
profits on whites, because the season has been back- 
ward. 

Whites will be worn, even in Northern communities, 
right on into September—and later than that in some 
sections. 

Thousands of pairs will be sold to vacationists all 


through July, and even into August. And, in addition, 
there will be an army of belated buyers, who have 
been waiting for a break in the weather. 

After weeks of waiting, the public should be more 
anxious than ever to make the change to whites. 

Instead of greeting this great postponed demand with 
cut prices just when the demand begins, make a power- 
ful play at regular prices in both your ads and windows 
all through July, before you say farewell to profits. 

The people who want white shoes a bit later than 
they might have bought them, had the weather been 
better, are interested in correct style, appropriateness 
for occasions, comfort and quality. 

To them the summer season is beginning, not end- 
ing, as many merchants seem to believe, judging from 
their haste to cut prices! 

Why some reputable stores should advertise pre- 
sumably legitimate reductions on new white shoes as 
early as the first of June is a mystery of merchandising. 
Especially when the season is expected, from a style 
standpoint at least,'to be the greatest season ever! 


Make July 1-6 the biggest white 
shoe week of the year—and con- 
tinue with dramatic promotions at 
regular prices throughout July 


By 
R. E. ANDRUSS 


Hold your prices—take your profit. 

Give keen attention to dramatic promotions! Make 
ads and windows stress the desirability, the appropriate- 
ness, the style rightness, the quality, the comfort of 
your white shoes. 

Here’s a great chance for another cooperative pro- 
motion—“Whites for the Fourth.” Many groups get 
together on Spring, Fall, and Foot Health Week pro- 
motions. Why not come out with a white shoe section 
about the first of July? 

And then follow through with keen ads and displays, 
playing up new angles, each of the other weeks during 
the rest of July. You can do that if you'll get together 
and agree to promote whites intelligently during the 
period when the public wants to buy summer footwear. 
The profit results from such a policy will amply rew>rd 
the effort. 














No Economic Warrant 
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for Predatory Price Cutting 


Ir now rests with the retail merchant, large and small, 
whether the industry is to serve the American public 
with a better product or with a poorer product. The 
retailer has under his thumb the final pressure on shoe 
prices for next Fall and Winter. The conflict of Price 
vs. Quality is again the battle of the century. 

Every buyer is anxious to get just as much for his 
money as is possible. He may feel that the situation is 
developing to the point where the more pressure he puts 
on, the more he will get. But in so doing he faces the 
dilemma of inferior merchandise. 

There is nothing economically wrong with buying the 
best values at the market price; but the real danger 
comes when the downward pressure is put upon indus- 
trial concerns that “can’t take it.” The harassed pro- 
ducer must either take it out of the goods or labor, or 
his supply services, and the inevitable consequence is 
failure. He is maneuvered into position for the lethal 
blow of the chisel. 

The buyer who puts on the heat to produce any of 
these conditions is a vicious character, lower than the 
chiseler—an industrial sadist who intentionally goes out 
of his way to destroy not only profit but wages, living 
businesses and economic life itself. He murders with a 
sharp pencil, even though the death of his supplier is 
long deferred. It destroys the producer and the industry 
and ultimately his own selfish self. 

We don’t expect men in business to be “softies.” It is 
for them to buy as much for the dollar as is possible and 
in turn to sell the public at as fair a price as possible. 
Consistent businesses improve quality by cooperative 
enthusiasm of maker, seller and consumer. Others con- 
sider the shoe as an article of business that can be cheap- 
ened almost to the vanishing point of use. There is 
hardly any limit to what can be done in the process of 
reducing use values of footwear and yet retain “exterior 
appearances.” 

But the crime against industry is more serious than 
the charge of cheapening the product. The crime is in 
putting the pressure on the producer, the shoe worker 

and the long line of supplies—for the chisel, tapped 





By 


ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


once in the sample room, gets a hundred blows as it 
works back into the field where it cuts off more than 
just the profit to the maker. It cuts the living wage of 
the workers, the capital and the brains, and finally the 
chisel cuts the very artery of economic and social life. 

Business men in this country, as a whole, want to 
maintain decent hour schedules, the best possible wages 
and a constant product. Not as a charitable indulgence 
in altruism or philanthropy but as pure common sense. 
Every employer of workers knows that the only way 
back to decent standards of living is through the increase 
in consumer purchasing power. Ninety-eight out of every 
hundred Americans have incomes of less than $3,000 a 
year; yet one American family in every three owns a 
motor car. The American standard of living accepts the 
motor car as one of the true measures of prosperity. 
What standard will stand for shoe value? A quality 
balanced article or a chiselled cheat? The shoe industry 
must answer that question now. 

The purchasing power of the workman needs to be 
increased if we are to have the sort of American pros- 
perity necessary to maintain the business and social 
structure we have created. 

When a chisel in a shoe man’s hand forces cuts in 
wages and cuts in quality to meet either real or imaginary 
competition to secure an order, then that dark deed 
retards progress toward recovery. Ten thousand chisels 
at work and the inevitable consequence is a disastrous 
wage level, the reduction of purchasing power and a long 
continued depression. 

We are right here and now at the turning point. It is 
for the shoe industry to say what sort of product it plans 
to build for the American public next Fall and Winter. 
The selector and distributor of shoes must individually 

[TURN TO PAGE 39, PLEASE] 
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The 
Younger Generation 



































Edward M. Salomon, Jr. 







PARTNER of the firm of Salomon & Phillips, which 
was established in 1867, he is the third generation to 
carry on this old-established business, catering to 






the trade and supplying them with fine style leathers. 





Edward M. Salomon, Jr., is a graduate of Williams 
College and of the Harvard School of Business 
Administration, and has studied the leather business 
both here and abroad. He is steeped in the traditions 







of the finer arts of presenting to the trade the best of 





leather. 







For almost three-quarters of a century now, the 
name of Salomon & Phillips has stood for very 
definite ideals in fine leather production and distri- 
bution, and on these ideals Edward M. Salomon, Jr.,- 













has based his business career. 





\ The 
REAL 
BOSS 


John L. Harris 


THERE is one respect in which all 
men who have risen to success by their 
own efforts are alike: 

They have all learned to find out 
the reason for things. 

Elephants can learn to stand on 
their heads and monkeys to imitate 
human gestures, but ambitious men 
ask “Why?” 

It is our intention to give you 
reasons rather than rules by which 
your course of action will lead to 
increased sales and earnings. 


In monarchistic countries, notably 
England, it is the custom for mer- 
chants to seek “Royal Favor.” By 
submitting their wares to the Royal 
Family for approval, if the goods sub- 
mitted is acceptable, they are per- 
mitted to display a sign or label their 
goods, “By appointment to His 
Majesty, The King,” or, “Her Majesty, 
The Queen” (after paying a fee for 
the privilege). 

This, of course, is meant to imply 
that, if it’s good enough for “His 
Majesty” (or Hers) it’s good enough 
for you. 

The king or queen sets the vogue. 
Or it may be the prince. 

In our country, “The Land of the 
Brave and the ree,” we used to have 
our “First Families” and we used to 
hear that so-and-so was dressed up as 
“Mrs. Van-do-rock.” And what a 
compliment that was! But our “400” 
first families have now grown to forty 
million “First Families,” each with its 
own King and Queen. So what? 

Since we will not look for approval 
from any one source to champion our 
wares, by what “Royal Favor” do we 
[TURN TO PAGE 53, PLEASE] 
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What have you to offer 
the customer who requires a 
SPECIALLY DESIGNED SHOE,” 


HERE are Treadeasy Shoes made to fit right into 

this angle of your business. Shoes that are scien- 
tifically correct for enlarged joints and bunions, 
yet retain all the features of graceful and stylish 
footwear. These shoes are assuredly the means 
whereby you can build up a profitable “bunion 
shoe" business in your store. 


Illustrated are two prominent numbers in the 
Treadeasy Specially Designed Shoe Line which have 
proven best-sellers everywhere. 


The Easejoint, combination last, with a pronounced 
allowance for bunions, is two whole widths over 
measurement across the ball. Other features of this 
particular shoe are a slightly concave heel with 
broad top lift, Minor's Patented Arch-supporting 
Saddle and a heavy long inside sole leather counter. 


The Malinda, a light dress shoe, combination last, 
is a semi-bunion shoe and is one width wider across 
the ball, perfectly designed for women who require 
a modified, Special Purpose Shoe. 


NEW YORK CITY SALES OFFICE .- 


944 MARBRIDGE 








Don't turn good customers away from your 
store because you have nothing to offer 
them in Special Purpose Shoes, designed 
especially for bunions and enlarged joints. 


The EASEJOINT 


No. 739—Plump Soft Black Kid 
AA 5-10, A 4!/-10, B 4-10, C 4-10, D 3'/-9, 
E 3!/-9, EE 3!/-9 
Last 822 Heel 12!//8 Leather 


The MALINDA 


No. 7016—Black Kid 
Grey Silk Stitching 
AAA 5-9, AA 4!/2-9, A 4-9, B 3!/-9, 
C 34-9, D 31-9 
Semi-Bunion Last (680) Heel 14!/./8 Cuban Wood 


BUILDING 
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Shoe Selling 


Why Merchants and Salespeople . 
Must Adopt a Different Attitude 
Toward Their Respective Jobs as 
a Consequence of Economic 


Changes 


WE as retailers should try to avoid 
a return to obsolete standards. In our 
shoe store, we have a meeting with the 
sales force every other week, at which 
time I talk to the entire selling per- 
sonnel about their particular jobs and 
their particular problems. For the 
past five years not a single meeting 
has been held at which I have failed 
to stress one point, and this is the idea 
as I usually express it: 

“Remember that you must take 
an entirely different attitude to- 
ward your selling job than you did 
before the depression started. 

“In 1929 we were living in a sellers’ 
market when everything was in our 
favor as clerks and merchants. 

“Today, and for the past six years, 
we have lived in a buyers’ market, 
with everything in the customer’s 
favor. Make,” I continue, “a com- 
plete inventory of your lives and see 
if there is anything in them today 
the same as it was six years ago. 
Your attitude toward every one of 
life’s problems has changed. Yet, too 
seldom do you realize that the most 
important problem, viz.: that of hold- 
ing your job against the economic tide 
of depression, receives too little of 
your attention. 





AVOID OBSOLETE STANDARDS 





Melville Kaufmann 


President of the California Shoe 

Retailers Association, Takes a Long 

Range View of Shoe Retailing. Ex- 

cerpts from His Address at the 
Los Angeles Convention 


“Today the customer must be sold 
and made to realize fully that the pair 
of shoes on her feet are more impor- 
tant to her than the $7.50 or $10 bill 
in her purse, which represents the 
price of the merchandise. 

“Remember,” I conclude, “that the 
style, quality and value story needs 
to be presented today in an entirely 
changed merchandising environment.” 
The same thing that is true with too 
many middle-aged sales persons 
reared as younger persons under the 
banner of rugged American individ- 
ualism, is equally true of merchants 
who still remain devoted to obsolete 
shibboleths and watchwords. Quite 
frequently the merchant is as much to 
blame for the failure to adjust his 
thinking, his organization and _ his 
store policy to a changed world as his 
clerks are in failing, in the fullest 
sense of the word, to sell the merchan- 
dise against the new economic and 
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social background. Of course, time is 
short, and this subject alone could be 
made the topic not only for a lengthy 
paper, but also an entire forum discus- 
sion. 


THE California Shoe Retailers Asso- 
ciation did, through your president 
and several members of the Board of 
Directors, prevent the passage of a 
piece of legislation in Sacramento 
which might have been detrimental for 
the sale of health shoes in stores. An 
amendment to the Medical and Dental 
Act was introduced which, if literally 
interpreted, after passage, would have 
done untold harm to the retailing of 
certain types of footwear. On April 
22 I appeared together with every 
shoe retailer in Sacramento before the 
committee of the Assembly having 
this legislation in hand, and pointed 
out to them that the legitimate shoe 


-retailers have no controversy with 


legitimate professional groups of any 
kind; that we, as legitimate shoe re- 
tailers want to see quackery removed, 
which, through the medium of mis- 
leading advertisements, particularly in 
the smaller cities, informs the public 
that certain foot devices will almost 
cure every ill that flesh is heir to. |. 
furthermore, stated that the legitimate 
shoe retailer wants to wholeheartedly 
cooperate with all legitimate medical 
groups, and that the function of the 
retailing of shoes should be kept en- 
tirely separate from the function ap- 

plicable to the professional groups. 
Health shoes, I stated, can best 
be sold by legitimate shoe stores 
where size ranges are complete, 
experienced sales persons em- 
ployed, and the recommendation 
constantly given to consult a pro- 
fessional person depending upon 
the type of correction needed for 
ailing feet. If this function were 
taken away from the legitimate 
shoe retailer, not only would a 
number of them be obliged to 
close their doors, because a major 
portion of their business is se- 
cured from the sale of health 
[TURN TO PAGE 52, PLEASE] 
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National Shoe 


FOUNDED 1912 








"An Association Serving the Best Interests of the Retail Shoe Trade and the Industry in its Entirety" 





Free Trial 
vs. 


Returned Goods Evil 


In the trade press we notice the state- 
ment that the National Boot and Shoe 
Manufacturers Association is vigor- 
ously opposing the return of worn 
shoes for credit and that a resolution 
in protest was adopted by their Board 
of Directors. 

In this resolution is stated, in part: 
— “Shoe manufacturers have recently 
received for credit a larger number than 
in previous years, of shoes that have 
been worn and have rendered a rea- 
sonable service to consumers, and this 
practice has increased to such an ex- 
tent as to become an important ele- 
ment in the figuring of manufacturing 
cost.” 

In passing we wonder what percent- 
age of these returns were instigated by 
publicity of inviting the consumer to 
wear shoes on a free trial basis. 

For the past several months we have 
been pointing out that retailers have 
been taking unnecessary losses and 
manufacturers have, in many instances, 
been forced to assume a far h gher 
proportion of returns than is their due. 

Our Association has been consistently 
endeavoring to eliminate as much of 
this evil as possible. No other indus- 
try that supplies wearing apparel is 
obligated to accept returns in such 
quantities as is burdened on the shoe 
industry. 

* 


* 


T. J. Fitzharris Resigns 


T. J. FITZHARRIS, vice-president 
of Franklin Simon & Co., merchandiser 
and buyer of shoes, who is one of the 
most liked personalities in our life of 
shoes, has just resigned his position 
after many years of service. 

His background is one of great ac- 
complishment, and Franklin Simon has 
enjoyed, through the years of his man- 
agement, one of the largest dollar shoe 
volumes in the greater city. His many 
friends wish him continued good luck. 





Mr. Shoe Retailer! Stop 
Profitless Merchandising! 


PRoFITLESS merchandising retards prosperity and affects the position of 
every shoe merchant. 

We should be in business to “get a mark-up on every sale.” 

During the past few years retail shoe price levels fell to a point where 
profit has been largely eliminated. The chief factor of the present situation 
is profitless merchandising. 

It is rising prices that stimulate shoe buying consumption and a return to 
prosperous times. 

Anything, therefore, which tends to postpone recovery in retail shoe prices, 
more especially those influences which are unfair and uneconomic in char- 
acter, should be discountenanced. 

Shoe retailers cannot expect to obtain fair prices for their own products 
unless as buyers-they are willing to pay fair prices for the merchandise and 
services necessary to their industry. 

Competition is unfair to industry when price cutting compels the sale of 
shoes at a loss. ; 


“GET A MARK-UP ON EVERY SALE!” 








Style Conference Forecast on Fall 
Last Trends Confirmed 


EVERY shoe merchant today is interested in “last” changes. For the past 
year, slowly but surely, the trends in fitting qualities and in the style of lasts 
have been changing. Manufacturers’ lines just being shown for the coming 
Fall and Winter Season reflect the results of this gradual development. 


The last is molded to permit greater comfort—and, strange to say, the 
designer of lasts, in accomplishing these new comfort features, has been able 
to maintain “eye appeal.” 


To say it another way, the new lasts not only fit the eye, but conform to 
the contour of the foot better than the style lasts that have been in common 
usage for the last decade. 


With the beautiful new patterns that are being shown, new Fall shoes will 
undoubtedly create a new interest, and the fashion-minded woman may again 


become shoe-conscious. THE LAST IS FIRST AGAIN! 


Members of our Association, who have been attending our Style Confer- 
ences, getting our Style Reports, and reading our Style Bulletins, have been 
aware of this development for some time. 





"Every man owes something to the industry of which he is a part."—Theodore Roosevelt. 
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Service Center—274 Madison Avenue, New York—John J. Holden, Manager 





What Merchandise Turnover Means 
And How It Should Be Figured 


Tue turnover of merchandise stock may be defined as the use of it in trade or 
exchange; that is to say, it is the selling of the merchandise and the converting of 
it thereby into accounts and notes receivable and cash. Turnover is sometimes 
called “stock turn.” The object of a merchant is to make this turnover or stock 
turn by selling his merchandise at a price higher than its cost, thus realizing a 
profit. Such profit is known as gross profit because the expense of making the 


turnover must be considered before determining final or net profit. 


It is customary to state the turnover in percentage terms but unless the per- 
centage is correctly calculated it is misleading to the executive. Since turnover 
is the use of merchandise through the selling of it, we must compare the inventory 
(merchandise available for sale) with the sales (merchandise which has been 
sold). In this comparison we must use not the amount realized on sales but the 
cost of goods sold, because inventories are (or should be) stated at cost, and 
comparison should be made only between like elements. 


There are differences of opinion concerning the determination of the inventory 
to be used in the comparison. Some persons use the inventory at the beginning of 
the period but it is believed that an average inventory during the period should 
he determined and used. An average inventory is considered a more representative 
figure because the beginning inventory is usually the result of actual stock-taking 
and is likely to be lower than the average, inventories being taken when stock is 
low in order to reduce the cost and inconvenience of taking them. 


The turnover should be stated as a percentage of the average inventory on hand 
during the period. This percentage is determined by dividing the cost of goods 
sold by the average inventory. For example, if the cost of goods sold was $3,000 
and the average inventory was $2,000, the turnover would be 150%. For conveni- 
ence it is stated as 1.5; in other words, the stock has been turned over one and 
one-half times. 


The business executive should appreciate the real significance of turnover. Many 
of the expenses of making the turnover are fairly fixed in amount and depend 
chiefly upon the element of time. Examples of these are rent, wages payable on 
a time basis, depreciation, heat, light, power, taxes, insurance, and interest on 
borrowed capital. Such expenses continue from day to day regardless of the 


volume of sales. 


The turnover must be made therefore, as quickly as possible so that the general 
expenses to be deducted from gross profit will be relatively low. If the same 
amount of goods which was sold in six months should have been sold in five 
months, the gross profit would have been the same but the net profit would have 
been greater. Another result of the quick turnover of stock is that money secured 
thereby becomes for the purchase of new stock without the necessity of borrow- 


ing or inventing more money. 





A Barometer of Sales 


As a barometer of sales, we quote the 
following: “April department-store 
sales showed a total volume 12 per 
cent higher than April, 1934. Best 
volumes were shown in San Francisco. 
Calif., with an increase of 22 per cent; 
Richmond, Va., with 21 per cent; 
Philadelphia, Pa., 16 per cent; and 
Dallas, Tex., 14 per cent over April. 
1934. 

The increase for the first quarter of 
1935 over the corresponding quarter 
of 1934 was 3 per cent. For the first 
four months the increase is 5% per 
cent. 

Sales of 25 chain-store companies. 
including the two larger mail-order 
houses, increased 17.02 per cent in 
April as compared with April, 1934. 
The two mail-order firms led with a 
gain of 27.8 per cent, while the other 
23 companies had an increase of 13.3 
per cent. 

Daily average sales of variety stores 
(5 and 10 cents and to one dollar) de- 
creased from April to May, according 
to preliminary estimates made _ public 
today by the Bureau of Foreign and 
Domestic Commerce. 

The index figure, after allowance for 
seasonal factors, was 86 in May, on the 
basis of the 1929-31 daily average as 
100 compared with 9014 in April and 
93 in March. 

Sales for May were 44% per cent 
below those for the same month in 
1934, but 10 per cent above 1933. 
statistics show. 

Without seasonal allowance there 
was a decline from April to May of 
about 74% per cent in contrast to an 
average increase of 41% per cent be- 
tween these two months during the 
past six years. This may be accounted 
for in part by the fact that the major 
part of Easter buying fell in the 
month of April this year, it was stated. 

Much more than the immediate 
future, business prospects rest upon 
the integrity, calmness of spirit and 
soundness of judgment with which shoe 
merchants individually or collectively, 
handle their affairs within coming 
months. 





The matters discussed on these pages are solely the expression of the National Shoe Retailers Association. 
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Los Angeles—“AAA No. 1 Shoe Town’ 


are talking about the east side of 
Broadway, between Sixth and Seventh 
Streets. Here the men’s business is 
concentrating. Just as the west side 
of the 700 block is excellent for women’s 
shoes, and the west side of the 600 
block fine also, for that matter, the 
east side of the 600 block stands out as 
a men’s shoe center. 

The first reason for this is found in 
the presence here of three good men’s 
clothing stores, Silverwood, Mullen & 
Bluett, and Desmond. The Brooks Co. 
is to open another men’s clothing store 
here in the Fall, with either a leased 
or company-owned shoe department. 
All three clothing stores named have 
good shoe departments, headed by com- 
petent shoe men. 


Men's Trade More Stable 


Six stores selling men’s shoes in this 
block are still operating at the same 
locations, which attests the stability of 
the men’s business. In addition, Mul- 
len & Bluett have come in and Nunn- 
Bush is opening a new branch soon. 
There are some real operators in this 
block who are not afraid to use print- 
er’s ink or window space in telling the 
world they have some good men’s shoes 
to sell. 

Such a fast company of keen, clean 
competitors always stirs up the busi- 
ness, for someone is always promoting 
some new idea, then the other fellow 
thinks up another one, instead of try- 
ing to follow suit and steal the other’s 
thunder. This reporter sincerely be- 
lieves the reason the shoe business— 
the men’s trade especially—is so good 
in Los Angeles is due to the aggressive 
high-grade way in which the stores go 
out for business. 

Los Angeles men are exceptionally 
well shod, as they have a keen appre- 
ciation of shoes and what an ordinary 
man should have in his shoe wardrobe. 
Mike Kalsman of Silverwood’s made 
that statement, so in order to prove 
it to this doubter, we parked in front 
of the Good Samaritan Hospital from 
8 to 9 o’clock one morning in order to 
observe the shoes the doctors wore as 
they went about their business. Kals- 
man was right as usual. These men 
did have on good shoes, and the proper 
shoes, too. 

The corner of Seventh and Broad- 
way is the busiest pedestrian intersec- 
tion in the city. Bullock’s is on the 
corner, so a shoe window is always 
featured, as they have eight separate 
shoe departments here. A few miles 
up, Wilshire, at the corner of Western, 
is credited with having more twenty- 
four-hour automobile traffic than any 
other street corner in the world. 

I still rate Los Angeles as an AAA 
No. 1 shoe town. 

In Los Angeles and within its im- 
mediate trading area are dozens of 


[CONTINUED FROM PAGE 21] 


good business communities and cities. 
In years past, shoe stores in these cen- 
ters have been fairly prosperous as a 
whole. Right now there are two widely 
divergent opinions as to the future of 
the family shoe store in surrounding 
Los Angeles territory. 


Too Many Shoe Stores? 


One group of shoe men believe there 
are too many shoe outlets in these com- 
munities, with the net result that no 
one can do a real job. Chains and 
branch stores are taking the heart of 
the popular-price and sure-selling size 
business, while many people are pre- 
ferring to buy the better grades in the 
center of the city stores. 

It is pointed out by men who have 
had stores in these centers that the 
man in the smaller community near 
the big city cannot carry a big stock 
because his volume does not warrant 
it. Assume that a community can sup- 
port, say one large shoe stock and four 
moderate-sized stocks. All would be 
able to do a good shoe job. But instead 
of five stocks, there are twenty-five, 
each getting some business. Conse- 
quently there is just not enough profit- 
able shoe business to go around. 

Customer style and size require- 
ments are so great now it is impossible 
for the small operators to carry a 
complete stock which will come any- 
where near satisfying the normal de- 
mands of the trade, it is said. It ap- 
pears that most of the trade these 
stores get is for the unusual, as the 
sure-selling size and style business is 
gobbled up by the chains. As a result, 





HIGH PRICED PUBLICITY 


BUFFALO, N. Y.—A local shoe retailer ex- 
perienced the shock of his life recently when 
a man walked into his store and offered him 
33 cents apiece for |-cent postal cards which 
had been mailed to advertise an advance 
showing of Summer footwear. The man ex- 
plained that he was a stamp dealer and had 
received one of the announcements. He rec- 
ognized the postal card as one of an issue 
prized by stamp collectors and hurried to the 
store in the hope of cornering the supply, but 
none were available. 

Investigation showed the retailer had placed 
an order with a printer for 10,000 postal 
cards. The printer had recently acquired the 
bankrupt stock of another printer and in the 
lot were 3,000 postal cards of an obsolete 
type for which dealers pay a handsome pre- 
mium. The printer used these cards with 
7,000 others he purchased from the post- 
office. At 33 cents each these 3,000 obsolete 
postal cards were worth $990. The dealer 
suggested that another card be sent to cus- 
tomers offering 25 cents for the return of 
each card, but there was no way to determine 
the names of the customers who received the 
ae valuable cards out of the 10,000 mail- 
ing list. 





the small independent cannot hope to 
get enough of the cream of the shoe 
selling in his town to warrant his keep- 
ing his stock of “unusuals.” The final 
argument was, smaller communities 
near Jarge cities have had a propor- 
tionately greater loss of business than 
the larger stores in town. Also they 
are experiencing a much slower come 
back. 

Against this is the testimony of 
many live shoe men located in and 
around the city. Robinson, Matchett, 
Shaddock, Reynolds and Tate, Santa 
Monica; Huggins, Nelson, Metzer (F. 
C. Nash & Co.) Heckman, Hauch and 
Johnson of Pasadena, to mention just 
a few, and I know I have missed men- 
tioning many as the entire list would 
be way too long, all agree basically 
with James Helt of Glendale. Helt was 
most emphatic in stating that the good 
family shoe store in neighboring cities 
suffered less than did the big city 
stores during the past few years. The 
home-owned family stores held their 
trade much better than the in-town 
shops, due to their being much closer 
to their trade and consequently having 
more loyal customers. 


Children's Business Important 


The children’s business, Helt pointed 
out, was the greatest trade tie the com- 
munity stores had, as many parents 
would almost go bare-footed in order 
to insure their children being properly 
shod. This good trade has now settled 
down to buying the family’s shoe needs 
in those places which stood by them 
when the going was rough. Shopping 
around is practically eliminated except 
in the low price and style field. “Now 
we know who our customers are, so we 
can concentrate our advertising to 
them,” is Helt’s summary. 

There are both sides of the story. 
Take your choice. 

Considerable apprehension has been 
felt, especially in the East, over the 
size and condition of stocks of shoes on 
the shelves; over the alleged current 
styling trends, and over the 18,000,000 
people on relief in the country. In my 
contracts with shoe merchants, large 
and small, a great opportunity to do 
some checking was offered. Nowhere 
do I find that the class of stores who 
are attempting to do an intelligent job, 
loaded down with heavy or unwieldy 
inventories. In the majority of cases, 
stocks are equal or slightly under last 
year’s figures, with sales a little or 
quite a bit better than a year ago. 
Stocks are clean, remarkably so, as 
some “unusual” weather along the 
early Spring supposedly held back the 
normal white season. 

Several important buyers tell of hav- 
ing been called, or rather queried about 
inventories, the question being: “Have 

[TURN TO PAGE 51, PLEASE] 
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“PYRAHEEL"—A DUPONT MATERIAL~MAKES THESE WALK-OVER SHOE HEELS SCUFFLESS 


“I’m unlucky. I scratch and scuff my heels and ruin my shoes.” 
“You can’t scratch these heels, Madam. They’re made of ‘Pyraheel’.” 


“*Pyraheel.’ What’s that?” 


“It’s a new heel covering made by du Pont. Can’t scratch or scuff or mar.” 


Met and more women are learning about 
scuff-proof heels. They cannot afford to 
take a chance on heels that will scuff or scratch 
and ruin a new pair of shoes. Give your cus- 
tomers “Pyraheel,” du Pont’s scuff-proof ma- 
terial for women’s shoe heels. Tell them of the 
advantages of buying shoes with heels covered 
in “Pyraheel.” This new material is simulated 


PRACTICAL SMART Sauff esd *“PYRAHEEL?”’ 


in the newest textures, mat kid, calf, pig, ripple 
finishes, built-up leather heels, etc. If you 
haven’t scuffless heels on the shoes you sell, let 
us tell you how to get them. Write to Du Pont 
Viscoloid Company, Empire State Building, 
Department 25, New York City, or write 
direct to your shoe suppliers and specify scuff- 
less heels. 


am PYRAHEEL 


REG, U. S. PAT. OFF. 


MAKES SHOES 


EASIER TO 


SELL 
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Smart Ways to Show Shoes 


[CONTINUED FROM PAGE 23] 


on these lines only, and forget clear- 
ances on other lines, still at the height 
of their season, until a little later? 
Why not, for example, stage a July 
clearance of men’s brown oxfords, 
bought for Spring and early Summer 
selling, while continuing to sell all- 
whites at regular prices? And adopt 
a similar distinction between women’s 
early Summer shoes and the-all whites 
and various sport and specialty types 
intended for hot-weather wear? The 
situation obviously calls for shrewd 
and careful merchandising, for ad- 
mittedly the problem is no simple one. 


Style Stimulates Sales 


Surely window displays of the strong 
fashion appeal exemplified in the ac- 
companying illustrations should prove 
a sufficient inducement to interest a 
public as style conscious as that with 
which we have to deal today. And this 
is always an important point to re- 
member, that if we have bought in 
moderation the kind and styles of shoes 
our customers demand, if we have 
priced them fairly and shown them in 
attractive ads and windows, their style 
appeal alone should suffice to make the 
public wish to buy them as long as they 
are seasonable merchandise. Retailers 
are often more price conscious than 
their customers and in consequence too 
prone to think the customer will re- 
spond only to call of price. 

A glance at the windows which are 
illustrated this week will show that 
they have certain characteristics in 
common, tending to make them not 
only pleasing in appearance but ef- 
fective from the standpoint of attract- 
ing customers. They are comparatively 
simple in planning and construction, 
but all of them are well balanced and 
their lines are such that the attention 
of the person looking at the display is 
directed to the merchandise, not dis- 
tracted by a variety of elements, a)) 
competing against one another and 
tending to create an impression of con- 
fusion. 


Selection in Shoes Shown 


The number of shoes shown in some 
of the windows is comparatively few, 
others show more styles, but in either 
case the shoes all belong to some gen- 
eral type or classification in which it 
is assumed a sufficient number of people 
will be interested to justify the display. 
No attempt has been made to show the 
prospective customer everything in 
stock, as was the common practice of 
so many shoe stores a few years ago; 
in fact, the policy still persists in a 
great many stores. Unless it is done 
very skillfully, however, this attempt 
to show the public-everything the store 
has to offer is likely to prove unsuc- 
cessful, for it is difficult to handle so 
many shoes without creating the effect 
of confusion which has been an out- 





standing defect of shoe windows as a 
class for as long as most of us can 
remember. 

Another characteristic that will im- 
press most shoe men favorably as they 
look at the illustrations accompanying 
this articie is the visibility of the shoes. 
Every style can be seen at a glance, the 
shoes being so placed that none of 
them are hidden. This effect is not ob- 
tained in any window without a great 
deal of painstaking study and effort, 
for it is important not only to have 
every shoe visible to the person who 
looks at the window but to have it 
placed in such a position that its lines, 
pattern and style features will be seen 
to the best possible advantage. Dif- 
ficult as it may be, it is nevertheless 
worth all of the time and effort re- 
quired, for unless your shoes can be 
seen, and seen to advantage, how can 
we expect the public to want them 
enough to buy them? 

Every shoe store has an investment 
in its window display space, for this 
space and its location in the shopping 
district, where many people pass daily, 
are one of the factors tending to justify 
the rental value of the store. The re- 
tailer who does not strive to the ut- 
most of his ability to make this in- 
vestment yield the greatest possible re- 
turn in sales promotion is merely wast- 
ing a valuable asset for which he pays 
a definite portion of every dollar he 
takes in. Therefore it is good -judg- 
ment and good economy to spend a little 
extra money now and then for fixtures, 
backgrounds and decorations to make 
shoe windows more attractive. And it 
is essential to make sure always that 
someone in the organization has time 
enough to take the proper care of 
windows and give them the careful, 
painstaking attention which alone can 
make them creditable to the store and 
interesting to the shoe buying public. 





Charles M. Zahniser 


RocHESTER, N. Y.— Charles M. 
Zahniser, 79, and for a long term of 
years salesman in the Northwest for 
John Kelly, Inc., of Rochester, died at 
his home, 277 Field Street, Thursday, 
June 13, after one day’s illness. 

“Charlie” Zahniser was one of the 
most popular of the old-time “shoe 
drummers” traveling out of Rochester. 
He belonged to the “silk hat brigade” 
of the 80s and was known for his 
cheerful, sunny disposition. He retired 
from the road 11. years ago. The 
funeral was held Saturday and was 
attended by “Jim” Beatty and a delega- 
tion from the Rochester Association of 
Traveling Shoe Salesmen, of which Mr. 
Zahniser was a charter member. He is 
survived by his wife, a son and a 
daughter. 
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Styles Must Be Right 
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the absolute need of tying up with a 
manufacturer who carries a good, com- 
plete in-stock department. With these 
two factors solved, the battle is half 
won, the other half being to bring cus- 
tomers into the store and see that they 
are properly served by thoroughly ex- 
perienced shoe fitters who understand 
the children’s trade. 

“Plenty of sizes did more to estab- 
lish the store and to bring parents and 
children to town to be fitted than any- 
thing else. 

“In our store we never run sales. 
In the department store, almost never. 
We do go into store-wide sales which 
Mark Isaacs Co. runs twice a year. 
We enter into this solely for the pur- 
pose of working along with the store’s 
established sales policy. That old re- 
liable P.M. system really works the 
stock out as needed; as a result, we do 
not have enough old stock with which 
to run a sale. A sale is never pro- 
moted just for the sake of having one. 
These events cause more loss in the 
long run, than gain. 

“Mention was made of the necessity 
of a good in-stock factory service. This 
business would never have been able 
to turn its stock every two months, or 
six times a year, unless it had the right 
kind of in-stock backing. 

“If the children’s shoe proposition is 
presented right, parents will pay more 
for shoes for their kiddies than they 
will for themselves. We keep in the 
middle price brackets, averaging 
around $2.95 for the 12 to 2 run and 
$3.00 and $4.00 for the growing girls. 

“The store on Baronne Street is 
strictly a cash and carry proposition, 
while the leased department is about 
10 per cent cash, with the usual de- 
partment store guarantee on accounts. 

“There is a lot of fun in getting a 
juvenile shoe store started. Each store 
presents a different problem to be 
worked out. The Marks Isaacs depart- 
ment swung into its stride after we 
started a regular old fashioned guess- 
ing contest. Yes, beans in a jar. Big 
prizes, wagons, dolls, then plenty of 
sma} prizes for every contestant, did 
the trick. It was the best fifty dollars 
I ever spent. Later we put out one 
thousand small prizes which were 
picked up locally at a big bargain for 
around seven cents each. There was 
no lottery connected with this as prizes 
went to everyone. 

“Radio was used to put the othe) 
department across. A _ loca) voice 
teacher who specializes in handling 
children, puts on a half hour radio 
program for us Sunday evenings. I‘ 
does not cost anything for talent, anc 
the teacher donates her time for the 
advertising she receives. The arrange 
ment is perfect for us. 

“Previously, we had hard work tv 
get children into this department. In 
fact, it was practically an unused par 
of the store before we took hold.” 
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SILHOUWELTS. 


Many leading manufacturers are 








supplying their customers with smart 





new models of lightweight shoes 
made by this thoroughly practical 
method. 


Silhouwelts, for Spring and Summer 
wear, are made for men and women 
who insist upon quality, style 


and comfort. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Resondes 
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‘Ventilated Shoe 


Answers the Demand 
Foot Comfort During 
























ALONG came ventilated shoes for men. 
At just the time when merchants and manufacturers 
needed something to stimulate the Summer shoe busi- 
ness, pioneers in the field were developing a real idea. | 
It produced business on a type of footwear which had | 
almost universal appeal. 
Ventilated shoes are now being bought even by the 








most conservative type of men all over the country, 1 
except possibly in the northeastern section. At that, 
one progressive firm, which has done an outstanding I 
style job in men’s shoes for years, sold plenty of venti- é 
lated shoes in New York City last Summer and is all . * 
set to do an even better job this year. c 
Texas first started to sell men’s shoes with holes in 
and as an them for ventilation purposes, back in 1916. One store i 
(Walk-Over in Fort Worth) displayed a few of the s 
original models more or less as a joke. This shoe was r 


i a he E R S Oo L E a broad toe blucher of two-tone elk-finish leather. It tl 
E 


was made unlined, no box, perforated through the 


| in children’s women’s and vamp and quarter and had lacings running down to the R 
? toe. Save for the lacings, this shoe is still good today. c 

) Jacobs Brothers in New Orleans picked up the idea, 
—— shoes, we doa good as did Paul Jesberg in Los Angeles. To the surprise ] 


of all, the idea clicked. 
Just to show the growth and popularity of this shoe, 
we quote the figures of the Oak Hall store in Memphis, 


a O O T a E A L T H+ as supplied by Claude T. Caradine. 

Percentage of men’s ventilated oxfords sold since a 
1930, based on units: 1930, 6 per cent; 1931, 32 per 01 
eeceoeeeeeeoeeeoeeeeeeeereeeeeee cent; 1932, 41 per cent; 1933, 43 per cent; 1934, 50 ul 


job in the promotion of 



















@ 

p 3 per cent. An even higher percentage is anticipated of 
» * for 1935. th 
° N E Ww F LE x @ ° To take the 1934 men’s ventilated shoe figures for ne 
, : Tulsa, broken down from another angle, it is found de 
é po f * that from $6.50 down, 50 per cent of the sales during fa 
° sa the April to July period are on shoes having ventilated ba 
P / a features; in the $9.00 grades, this percentage drops to pr 
e . 30 per cent, while in the $12.50 prices, the sales are mi 

° IN N ERSOLES i down to 10 per cent. These figures were compiled 
, COUNTERS é, WELTING 2 from those stores that have carried stocks of ventilated sta 
pe + shoes for several years. cal 
° : While it has always been hot in the Summer in all ab 
ee parts of the country, shoe men in the South, Southwest col 
We Will Be Pleased to Send Samples and Southern California have been able to do a good cor 
; job merchandising ventilated shoes, on account of sur 
EDGAR S. KIEFER their long selling season. A man will buy a second vol 
pair of ventilated shoes as late as August rather than ere 
TANNING COMPAN Y wear the regular kind during the warm weather always erc 
experienced in September and October. pre 
TANNERIES © GRAND RAPIDS. MICH. With that long season in mind, merchants are doing it c 





SALES DEPT.: 223 W. LAKE ST., CHICAGO, ILL. | 2 real job in selling men on the idea of wearing good 
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Fills Real Need 


of Many Men for 
Hot Weather Season 


quality sport and ventilated shoes which are built on 
their regular lasts. 

Many foot doctors are recommending the wearing of 
ventilated shoes as a relief for many foot disorders, in- 
cluding athlete’s foot. This means wearing of these 
shoes by a class of office and professional men who 
would never consider them otherwise. Also, it has 
produced a decided trend to the more conservative 
types in plain black and brown calf and kid shoes. 
These are punched through the vamp throat, the eyelet 
row, the imitation wing tip or the heel foxing perfor- 
ations. Shoes of this type are sold to the man who 
wants a certain amount of style in his shoes, yet wants 
cool feet. 

A peculiar thing about the more conservative types 
is worth noting—the plain black ventilated shoes will 
start selling very early, but will stop short as soon as 
real warm weather sets in. The plain browns will sell 
through the entire season. The reason is obvious. 
Black does not go so well with the real Summer clothes. 
Reorders on blacks should therefore be placed with 
considerable caution. 


No Economic Warrant for 
Predatory Price Cutting 


[CONTINUED FROM PAGE 26] 


and collectively determine by his actions at the point of 
ordering what sort of a system he wants to live and work 
under. When the selector and buyer of shoes is tolerant 
of the fair prices natural to the grades of shoes he wants. 
then he will be curious to ask: “Are you as a producer 
not only living up to the sample but are you holding to 
decent wages and hours; and are you giving me the same 
fair price that you quote to others without secret re- 
bates, concessions and subterfuges?” The fair retail 
price is that price at which the average shoe retailer can 
make a fair profit. 

Every buyer must take into consideration not only the 
statistical position of the leather markets, which indi- 
cate the world over a trend definitely upward, but the 
ability of the public to pay a price. These two basic 
conditions give stability to the market. The instability 
comes when shrewd and calculating individuals put pres- 
sure on the chisel in the hopes of increased profit and 
volume for themselves alone. The Amercian public’s pref- 
erence is for an honest product with an honest back- 
ground of economic costs. Herein lies the crux of the 
problem of the day for predatory price cutting kills as 
it cuts. The way to real recovery is fair play, fair profits 
and a fair deal to the public. 
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Twice as Many Men 
IN C.C.C. CAMPS 


Will Buy Boots 


SUMMER 














Double Your Profits 
WITH KIRKENDALL’S 
Popular Service Boots 


Uncle Sam has opened up a great new mar- 
ket for boot dealers. C.C.C. workers must be 
outfitted with serviceable footwear. This 
year the enlistment is being doubled. Kirken- 
dall’s Service Boots meet every requirement 
of these outdoor workers. Good looking, 
light in weight, thoroughly comfortable, no 
troublesome laces, slip on and off easily— 
are snake-bite proof. Get your share of this 
profitable business in your community. 
Order Kirkendall’s Service Boots right away. 


4 POPULAR NUMBERS 
607 


Brown extra heavy retan. In 
same quality as 609. 


608 

A lighter weight boot, moder- 
ately priced. 

609 

The extra quality boot. In extra 
quality heavy black leather. 
658 


The popular boy’s boot. A great 
favorite with Boy Scouts. Black 
light weight leather. 


KIRKENDALL 


~ BOOT COMPANY 
kp) OMAHA,NEBRASKA 
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SHOES 
These modern SEWED SHOES 
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WHAT'S DOING IN THE SHOE TRADE 


SATURDAY, JUNE 22, 1935 


NATIONAL NEWS 





Mid-West Buyers Flock to Cleveland 


Total Attendance Exceeds 1000, and Ohio Shoe Men Claim 
Greatest State Meeting in History 


CLEVELAND. — Over 1,000 shoe men 
from six States attended the Ohio Shoe 
Retailers Convention and Midwest Fall 
style and buyers conference held at 
Hotel Carter, Cleveland, June 16 to 18. 
Expectation of playing host to the 
greatest State shoe convention ever of- 
fered was fully realized by the Cleve- 
land Shoe Retailers Association which 
worked for months in cooperation with 
State officials. : 

Over 180 shoe and accessory manu- 
facturers took every inch of available 
display space, covering ten floors, and 
the 600-room hostelry was filled to 
overflowing by the out-of-town guests. 
Approximately 100 retailers were pres- 
ent from Michigan, Indiana, Kentucky, 
West Virginia and Pennsylvania. 

Exhibits were set up on Saturday to 
be ready for the opening of the conven- 
tion Sunday. Registration was taken 
in every room and all displays were 
closed during meetings and luncheons. 
Reports from exhibitors indicate a 
favorable business with a heavy at- 
tendance. 

Sunday was given over to registra- 
tion, inspection of exhibits, a board of 
directors meeting and a banquet for 
guests in town for the day only. Ross 
Filion, women’s shoe buyer for the May 
Co., Cleveland, was chairman of the 
early banquet. 

Clarence Faflik, head of the Ohio 
Association, presided at Monday’s 
luncheon and outlined the progress of 
the association over the past two years. 
“Business and business standards,” he 
said, “have improved and NRA has 
taught us the golden rule. Many buy- 
ers have held up purchases for lower 
prices since the Supreme Court de- 
cision. I feel that lower prices are an 
impossibility and that early purchas- 
ing will offer its rewards. The future 
depends on us. We will prosper as the 
working man prospers. Pay him 


CLARENCE R. FAFLIK 


Re-elected President of Ohio Retail 
Shoe Dealers Association 


enough and he will be able to buy 
goods.” 

D. C. Keller, president of the Ohio 
State Council of Retail Merchants and 
guest speaker, talked on “Some of Our 
Responsibilities.” He discussed the 
Ohio retail sales tax and the duty of 
every merchant to support it as long 
as it remains on the law books. “Chisel- 

[TURN TO PAGE 44, PLEASE] 


St. Louis Manufacturers Continue 


Code Conditions 


St. Lours—A. M. Burton, secretary 
of the St. Louis Shoe Manufacturers 
and Wholesalers Agsociation, announced 
at a recent meeting of the association 
that the local shoe manufacturers are 
supporting the resolution adopted by 
the National Boot and Shoe Manufac- 
turers Association to continue with the 
hour and wage provisions of the code. 

Upon canvassing the shoe factories 
he found many manufacturers have 
posted notices in the factory that they 
were to continue with hour and wage 
policies until some definite agreement 
had been reached. 


Frank Loveless Joins Peters 


Shoe Co. 


CLEVELAND, OHI0—Frank Loveless 
has joined the selling force of the 
Peters Shoe Company, a branch of the 
International Shoe Company. He will 
have his headquarters at the Chitten- 
den Hotel in Columbus, Ohio, and he 
will cover the east central Ohio terri- 
tory, including Youngstown. 

Mr. Loveless was for many years a 
salesman for the Roberts, Johnson, and 
Rand branch of the International Shoe 
Company and his many friends in the 
shoe trade will all be happy to wel- 
come him once again. 


Vida Moore Models to 
Seek Retail Outlets 


New YorkK.— Vida Moore Models, 
Inc., 681 Fifth Avenue, has announced 
her new policy of selling shoes to a 
limited number of high gradc retail out- 
lets. Miss Moore has adapted her Con- 
tinental Custom Last to this exacting 
trade. The line, extremely high grade 
in character, will feature Miss Moore’s 
lasts in turns and welts, all hand made, 
and of a highly original design. 

Mrs. Patricia Sherwin, Miss Moore’s 
representative, leaves for the Pacific 
Coast in two weeks to open these de- 
partments throughout the country. 
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Buying Tops Records at Portland 


Pacific Northwest Shoe Men Place Orders Aggregating Half 
Million—Elect C. J. Pessemier President 


PORTLAND, ORE.—Buying and sell- 
ing shoes was the motive which 
brought hundreds of good shoemen to 
attend the eighth annual convention of 
the Pacific Northwest Retail Shoe As- 
sociation here June 16, 17, 18 and 19. 
No time was wasted in getting down 
to the purpose of the gathering on 
Sunday, as sample room visitation 
started early and continued until the 
evening, when an informal dinner and 
entertainment arranged by the Pacific 
Northwest Shoe Travelers Associa- 
tion took place. Just 217 retailers at- 
tended this stag function. 

Being strictly a business convention, 
the program was not overloaded with 
speeches. There was a definite dis- 
position to do as much business as 
possible. Edward A. MacLean, secre- 
tary of the association, after a close 
check, estimated that orders for more 
than $500,000 were written during the 
show which was attended by 400 re- 
tailers. This was the largest volume 
of business ever placed at any North- 
western convention. 

“Better business conditions in gen- 
eral and an increase of sales of an 
average of 20 per cent for the first 
five months of this year over last year 
has brought increased buying” said 
Oscar Olman, president of the local 
shoe association and general chairman 
of the convention. 

All business sessions were presided 
over by President Everett Nordstrom 
of Seattle. At the Monday luncheon, 
a great deserved tribute was paid to 
Will A. Knight, the “daddy of the 
association,” by Buford Jones, who, in 
the course of his informal remarks, 
stated that he doubted if a man in 
the entire shoe industry occupied the 
place in the hearts of all as does Bill 
Knight. The spontaneous response to 
Buford Jones’ toast to Bill Knight was 
truly remarkable. 

Shoe trade paper representatives in 
the persons of Edward A. MacLean, 
editor of the Pacific Shoeman; Wil- 
liam A. Ahearn, publisher of the Coast 
Shoe Reporter, and Harry R. Terhune, 
field editor of the Boot AND SHOE 
RECORDER, responded briefly to their 
introductions. 

Close attention was paid to the Fall 
trend talk given by Miss Pauline Mor- 
gan, fashion authority of the Amalga- 
mated leather companies, who said: 
“Black and blue will be enormous with 
brown very good indeed. Fall styles 
will not be monotones but will be re- 
lieved with other colors. The out- 
standing thought in buying shoes for 
Fall will be for the occasion.” Women 
are no longer wearing sport clothes 
all day. There are two definite types 
of clothes. Sport and the more 
feminine types of dress. These two 
ideas demand entirely different types 
of shoes; the heavy peasant type with 
tweeds and the more feminine, more 





NO CLEARANCE UNTIL JULY 15th 


DETROIT—The downtown membership of 
the Detroit Retail Shoe Dealers Ass'n, at a 
meeting held at the Hotel Tuller, agreed 
unanimously to withhold all general shoe sales 
until July 15. 

Everyone present at this special noonday 
meeting agreed not to advertise and to hold 
no Courtesy Day or Private sales or sales of 
any nature until Monday, July 15, (Month 
End Sales of Odd Lots excluded). 

All others who were not able to attend 
this meeting assured President Nathan Hack 
and the Committee that they would fully 
cooperate and abide by the decision of the 
association. 





elegant type of costume which is defi- 
nitely established. The last named 
group demands the lighter weight kid 
shoe, as women are paying more at- 
tention to the idea of combining style 
with comfort. The season’s new leath- 
ers will be a revival of alligator and 
lizard either in all-over shoes or in kid 
or fabric trimmed with reptile.” 

A checking of sample room order 
books revealed clever black and brown 
plain suede ties in 16/8 heels to be the 
outstanding choice for the August 
openings. Closely following these are 
the black suede trimmed with patent. 
All report a steady business on plain 
patent leather regent pumps. A little 
play is anticipated on fabric oxfords 
in the larger towns, while the small 
communities are apparently afraid of 
fabrics for Fall. For August ordering 
it looks like 60 per cent suede, 25 per 
cent calf and kid, 10 per cent fabrics 
and 5 per cent patents in the pattern 
shoes. September ordering will see 
the elimination of suedes with patents 
jumping to a possible 10 per cent, while 
the kid and calf leathers will bear the 
burden of the selling. In the sports 
shoes the strong run is toward saddle 
patterns, moccasins and kiltie tongues 
while there was a goodly ordering of 
heavy snappy leathers of the young 
trade. The big sports material still 

[TURN TO PAGE 43, PLEASE] 





DATES TO REMEMBER 


Boston Shoe Fair, Hotels Statler and 
COMIOTIAEA «5865 osx sess July 8, 9, 10 

New York State Shoe Retailers Associa- 
tion Convention, Onondaga Hotel, 
EE OE. Sept. 8, 9, 10 

National Industrial Stores Association, 


Ninth Annual Convention, Hotel Wil- 
liam Penn, Pittsburgh, Penna..Sept. 9-10-11 


National Shoe Fair, Chicago, 
Jan. 6, 7, 8, 9, 1936 


Michigan Retail Shoe Dealers Association 
Convention, Detroit... .Jan. 12-13-14, 1936 
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Motion Pictures Used in Sales 


Training Conference 


New York—An interesting and in- 
structive retail sales conference for 
managers and salesmen of the New 
York stores of Orthopedic Shoes, Inc., 
was held Friday evening, June 14, at 
the company’s West 35th Street store. 
Executive officers of the company, in- 
cluding President Thomas B. Wright 
and Advertising Manager L. B. Emer- 
son, were present and took a leading 
part in the discussions. 





L. B. EMERSON 


Advertising Manager, Orthopedic 
Shoes, Inc. 


This meeting was one of a series 
of conferences on retail selling which 
Orthopedic Shoes, Inc., has been hold- 
ing in various cities to promote effi- 
ciency on the part of the salesmen who 
sell Ground Gripper, Cantilever, Phys- 
ical Culture and Dr. Kahler shoes and 
to raise the standard of retail selling 
in O. S. I. stores. Mr. Emerson, in 
an interesting talk to the managers 
and salesmen, analyzed step by step 
the important elements of a typical re- 
tail shoe sale and showed why it is 
essential for the successful salesmen to 
be sufficiently well trained and skilled 
in his profession to dominate the sale 
and bring it to a successful conclusion. 

Among the most interesting features 
of the meeting was the showing of a 
talking motion picture film “Why Don’t 
You Sell More Shoes?” which O. S. I. 
has developed for the purpose of train- 
ing its salesmen. 

Other speakers included H. C. Segur, 
sales manager; Walter R. Tufts, men’s 
sales promotion manager, and Arthur 
D. Anderson, editor of Boor AND SHOE 
RECORDER. Also present were David C. 
Thomas and S. Dalsimer, of the adver- 
tising agency of Husband & Thomas 
Co., Inc.; G. C. Marler, Australian rep- 
resentative of Selby Shoe Co., S. G. 
Krivit, vice-president of BooT AND 
SHOE REcoRDER, and R. IL. Fitzgerald. 
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associate editor, BooT AND SHOE ReE- 
CORDER. 

Store managers and salesmen present 
included the following: S. Baruth, I. 
D. Schock, G. J. Brower, K. F. Hamil- 
ton, W. Harrett, A. F. Cunningham, 
S Wright, V. O’Reilly, B. Goldstein, 
R. Nelson, H. J. Duff, J. E. Flanigan, 
J. Esposito, F. L. Cashman, M. P. 
Massett, Dr P. Kahler. 


Buying Tops Records 
at Portland 


[CONTINUED FROM PAGE 42] 


remains pump smooth calf and elk fin- 
ish leathers. 

Buford Jones, who began his shoe 
career as a shoe salesman in Port- 
land and is now sales manager and 
vice-president of Enna Jettick shoes, 
donated $50 to the convention golf com- 
mittee for the purchase of prizes for 
the Wednesday tournament. 

“For you a rose in Portland grows” 
was given a practical meaning through 
the thoughtfulness of Col. Arthur 
“Mac” MacDonald of the Paramount 
Shoe Co., who had rose buds distributed 
at all functions. 

M. L. Owen, comptroller of Charles 
F. Berg store, held his audience in his 
talk on markdowns and disposals of 
short lines. He predicted that mark- 
downs will be more than usual this 
Fall and will run as high as 12 per 
cent to 15 per cent due to the carry- 
over from last Fall. The only way to 
make money, he stated, is either 
through reducing expenses, reducing 
markdowns or increasing sales. He 
gave practical application of how 
markdowns could and should be re- 
duced. 

The convention endorsed the action 
of the California Shoe Retailers Asso- 
ciation, who are making strenuous ef- 
forts to bring the January, 1937, na- 
tional shoe convention of retailers 
and manufacturers to Los Angeles. 

The following officers were unani- 
mously elected: President, C. J. Pes- 
semier, Tacoma, Wash.; vice-president, 
I. A. McDowell, Albany, Ore.; trea- 
surer, George King, Salem, Ore. Board 
of Directors: For Washington, M. F. 
Cronkhite, Arthur Shuline; for Ore- 
gon, Harry F. Goldstein, Thurman E. 
Curry, I. I. Stewart; for Idaho, A. D. 
Bellamy; for Montana, Clell Smith- 
ers; for British Columbia, Gar Ingle- 
dew. 

Vice-Presidents: For Washington, 
Norman Klanske; for Oregon, Henry 
Waters; for Idaho, Fred T. Burnett; 
for Montana, Fred Gamer. 


Saks Opens Three New Stores 


CuIcaGo, ILL. — Saks-Fifth Avenue 
announce the opening of three new 
stores in Lake Forest, Winnetka and 
Evanston, each to have a complete shoe 
department similar to that of the par- 
ent store at 840 North Michigan Ave- 
hue, 
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BURNING CALLOUSES 


4 out of 5 women who 
enter your store are tortured 
by metatarsal callous pains. 
That means 80% of your cus- 
tomers are potential buyersof 


Build extra sales, extra prof- 
its, quicker sales, minimize 
returns and complaints on 
shoes that cannot be fitted 
properly without Trimfoot. 
Trimfoot provides a maxi- 
mum of foot comfort instantly. 


into 


PROFITS 


Made from the finest 
quality full grain, 
gray finish cowhide. 
Easily applied 
in a few seconds. 
Sticks in position as 
long as the shoe lasts. 
List Price, 

$6.00 Dozen Pairs 
Retail Price $1.00 Pair 


SALES TIP: 
When no shoe in stock 
seems to fit... just T. O. 
TO TRIMFOOT and 

save the sale! 

e 
Order a few trial pairs now! 
Write today for FREE Booklet, 
“Here’s How”’. 


WIZARD COMPANY ° fou mssoum 


Canadian Distributors: Canadian Specialties, Lid., 49 Sanford Ave. S., Hamilton, Ont. 
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TRADE MARK REGISTERED 
€ 
Van Tan innersoles are 
made of leather especially 
tanned to assure a maxi- 
mum of flexibility and 
cushioning resilience, and 
the permanent retention of 


these qualities. These are 
the finest innersoles 
obtainable. 


Ask your manufacturer, 
or write us for the facts. 


& 
VAN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 


also manufacturers of 


LEATHERPLUS 


completely waterproofed outersoles 





Mid-West Buyers Flock 
to Cleveland 
[CONTINUED FROM PAGE 41] 


ing and dishonest tactics to evade the 
law,” he said, “would be exposed when 
a check-up of sales and stamp pur- 
chases is made in the near future.” 

The exhibitors style show was held 
Monday evening on a 70-foot illumi- 
nated ramp in the spacious Rainbow 
Room. Miss Imogene Addams, stylist, 
officiated as mistress of ceremonies 
while Miss Elizabeth Kardos, of the 
Darvas School of Fashion Arts, pre- 
pared the models. A surprising and 
effective idea of announcing the models 
was offered in the form of darky 
youngsters, attired only in sash cloths 
and turbans, who bore the presentation 
cards. 

The whirl of activity reached itg 
high point on Tuesday. Fred W. Ab- 
bott, vice-president of the O.S.R.A., 
was chairman of the noonday luncheon 
meeting which featured Ross Filion, 
women’s shoe buyer of the May Co., 
and Elmer Wheeler, of the Tested Sell- 
ing Institute and Word Laboratory, 
Inc., as speakers. 

Mr. Filion spoke on “Future Good 
Business for Retailers and Manufac- 
turers,” and outlined the cooperative 
efforts of both branches of the shoe 
business to promote better merchandis- 
ing conditions through an all-inclusive 
organization. “There is no reason,” 
he said, “why we shouldn’t all get to- 


* 
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Illinois Shoe Men Study Styles 


Trends for Fall in Men's and Women's Footwear Analyzed by 
Recognized Retail Authorities at Springfield 


SPRINGFIELD, ILL.—The annual con- 
vention of shoe retailers of Illinois 
opened in Springfield, Sunday, June 16, 
with more than fifty representatives of 
shoe manufacturing concerns acting as 
hosts to the retailers. Fully one hun- 
dred and fifty retailers were present at 
the session, coming from all parts of II- 
linois. Every one of the fifty lines 
spread at the Leland and Abraham 
Lincoln hotels report having done a 
good business. The program, arranged 
by Carl M. Kramp of the Myers Bros. 
shoe department, assisted by other 
Springfield retailers, was full of in- 
terest, and proved of general helpful- 
ness to the members of the Associa- 
tion. 

Sunday was given over to entertain- 
ment activities with golf, a pleasure 
sight-seeing trip around points of in- 
terest, and a cruise on the newly im- 
pounded Lake Springfield with a 40- 
mile shore line. An informal style con- 
ference and a review of Fall footwear 
fashions on Sunday afternoon, with 
most of the retailers in attendance, 
proved inspiring and helpful. Sunday 
evening a get-together dinner was held 
at the Leland Hotel. 

At the luncheon on Monday an in- 
formal business session was held, with 
an open forum discussion on the con- 
duct of a successful shoe business and 
a review of Fall footwear fashions. 
This discussion was participated in. by 
the following: Marcus Rice of Famous 
Barr Co., St. Louis; Arthur Ebbs of 
the Swope Shoe Co., St. Louis; Harry 
Silver of O’Connor and Goldberg, Chi- 
cago; Charles E. Williams of the C. E. 
Williams Shoe Store, St. Louis; Albert 
Heintz, Quincy; John Rodgers, Bloom- 
ington; William J. Crawford, Peoria; 
Frank Meyer, Danville; Joseph Nathan, 
Peoria; Thomas Folrath, Decatur; Ed- 
ward Wagner, Aurora; William Ryan, 
Cairo; John Prescillio, Herrin; Peter 
Jackson, Rushville; Reuben Metz, Chi- 
cago, and Joseph Moser, Peoria, as well 
as many others. 

During the talk by Harry Silver of 
O’Connor and Goldberg, Chicago, on 
“The Trends in Men’s Styles,” the im- 


portance of fashions for men’s foot- 
wear was emphasized, and special note 
was made on the new and interesting 
styles for men. Mr. Silver said: “Men 
want fashion and extremes in fashion.” 
He pointed out the value to the retailer 
of style trends in the purchase of men’s 
footwear, and of colorful window dress- 
ings. He declared: “Make men style 
conscious and increase your sales.” 

An able presentation of the change 
in the present day styles in footwear, 
was given by Marcus Rice of the 
Famous Barr department store, St. 
Louis. He pointed out the prevailing 
style trends in the low leather heel, the 
return to alligator for oxfords and for 
trimmings and the low flat heel for 
afternoon and evening slippers. His 
discussion was made doubly interest- 
ing with new drawings of new Fall 
footwear ranging from sport to evening 
wear and featuring the distinctive 
reptile, strap and fabric shoe as well as 
the more conservative model. 

A resolution opposing the Maypole 
bill, pending in the State legislature, 
was adopted. The Association branded 
the bill unfair. The bill regulates prac- 
tice of chiropody, repeals the present 
chiropody act, and requires certificates 
of registration to practice in the State. 

Frank Broeker, Quincy, was elected 
president of the organization and 
Adolph Fortier, Kankakee, was elected 
vice-president. R. T. Bowman, Jr., 
Monmouth, was elected secretary-trea- 
surer. Carl M. Kramp, Springfield, 
was elected on the board of directors 
with William J. Crawford of Peoria. 
Charles Swanagen, representing the 
Freeman Shoe Corporation, was chosen 
chairman of the Shoe Travelers Com- 
mittee for next year. Next year’s con- 
vention will be held either in Bloom- 
ington or Peoria. 

The convention dinner was held Mon- 
day evening at the Leland Hotel, with 
Carl M. Kramp, chairman of the En- 
tertainment Committee, acting as. toast- 
master. 

On Tuesday the retailers continued 
inspection of the elaborate lines of 
shoes on display at the hotels. 





gether. Under present plans the en- 
tire industry may know definitely what 
will be featured so that early orders 
can be placed with full conviction.” 
Elmer Wheeler gave the assembly 
plenty of merchandising ideas in his 
address on “Taking the Guess Out of 
Selling.” He outlined the research ac- 
tivities of his Institute in testing sell- 
ing words and phrases with which to 
spur the sale of various merchandise. 
“Retailing,” he said, “has been the 
world’s greatest guessing game.” Some 
clerks say too little, some too much, 
and often the wrong thing. Certain 
words and presentations have a certain 


effect upon the human system. The In- 
stitute sets up its laboratory right on 
the scene of action and records the 
reaction of the buying public under dif- 
ferent stimuli. He offered many con- 
crete examples of what verbal and 
printed salesmanship could do. “Why 
not inventory your phraseology as you 
do your stock?” he asked. 

The big banquet which closed the 
convention on Tuesday evening was @ 
tremendous success. Clarence Faflik, 
toastmaster, introduced M. A. Mittel- 
man, president of the National Shoe 
Retailers Association, who hit upon the 
salient problems of the day in his ad- 






cw ss. 


<4_3ab eyo = Ot Me 











dress, “A General Topic on Shoe Re- 
tailing.” 

“Since the NRA court decjsion,” Mr. 
Faflik said, “industry has followed a 
policy of watchful waiting, but the 
early confusion has disappeared. It is 
now up to business in general to ac- 
cept the responsibility and to see that 
NRA standards of hours and wages 
are maintained. This can be done by 
voluntary effort. 

“Several problems face each mer- 
chant as a result of NRA’s passing, 
but they can be solved by common 
sense methods. Employer and em- 
ployee relationship, for instance, can 
be entirely harmonious if fair hear- 
ings are given on all complaints and the 
employer has the interests of his work- 
ers at heart. The sales force will re- 
spond with a loyalty and _ interest 
which will reflect itself in increased ef- 
fort. 

“Find your place among your own 
type of stores and don’t try to compete 
with all other types of stores. Have 
a definite policy and a definite budget 
for successful merchandising. It is not 
necessary to carry stocks of everything. 
It will result in a larger percentage 
of slow moving merchandise and a 
higher potential percentage of mark- 
downs. 

“Customers today are giving more 
consideration to maintaining standards 
of living and they think in terms of 
expenses vs. income. The retailer who 
caters to their individual needs cannot 
help but be successful.” 

Three solid hours of entertainment, 
including over 20 acts of high class 
vaudeville, a ten-piece orchestra and 
novelty features, followed the chicken 
dinner. Ed. M. Rogers of Columbus, 
Ohio, was holder of the lucky ticket to 
win the Ford V-8 sedan presented at 
the banquet. 

At a meeting of the board of direc- 
tors, the subject of price legislation was 
discussed, as well as the threatened 
movement aimed to eliminate shoe re- 
tailers from fitting health shoes. Mem- 
bers were urged to be on guard against 
any proposed State legislation. 

President Faflik, who has given un- 
tiring effort to the progress of the as- 
sociation and the success of the conven- 
tion, was honored by being reelected to 
guide the destinies of the State organi- 
zation for another year. F. W. Ab- 
bott, vice-president; George J. Bunn, 
treasurer, and C. E. Dittmar, secre- 
tary, were also honored by reelection. 
The following directors were named for 
the ensuing year: Faflik, Abbott, Bunn, 
W. B. Sweet of Warren; Wm. Cald- 
well, Cleveland; Cleve C. Hall, Youngs- 
town; Robert Vestal, Elyria; Joseph M. 
Ryan, Columbus; George W. Dohrman, 
Cincinnati; B. A. Roller, Ashtabula; 
Ralph Taylor, Columbus; R. H. Kert- 
scher, Ravenna; H. T. Siegenthaler, 
Mansfield; Willard Kyle, Middletown; 
John Schwartz, Cincinnati; Kenneth 
Crawford, Lima; Homer Waddell, 
Marion; Lee H. Mersman, Cincinnati, 
and Chas. Taggart, Portsmouth. It was 
voted to hold the 1936 Convention in 
Cleveland again. 
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STATITE 


GIVES YOU 


Woaen your manufacturer had 
the foresight to equip his shoes with 
Panco Sta-Tite heels he did so be- 
cause this heel offers more tangible 
advantages than any other. 100% 
live resilient rubber — with 90% 
longer wear — always fits the base 
snugly because of patented wire 
mesh construction — good looking 
“nailless” tread design. Panco 
Sta-Tite — the heel to talk about— 
the heel that makes pleased wearers. 














U. S. Pat. No. 1,998,988 


PANTHER PANCO CO. cuétsea, mass. 


STA-TITE 


i CACUES 
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Children's Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
; Infants’ Soft Seles.. 0-3 
Intermediates 





Flexible Hard Seles 2-6 
Send for In-Btock 
Catalog 
MRS. DAY'S IDEAL BABY 
SHOE CO. 

Leeust St. Oanvers, Mass. 











White Elk. .$1.70 

Tan Elk.... 1.65 

Black Elk... 1.65 
Patent 
Leather. 1.65 








Nahm Bros. = Sizes 
Shoe Mfg. Co. a 4 8%-12 
Phila. B.C.D. 
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Shoe Shrinker 


8 hh 8 Ae 


_ 52 MG 0 I GE! TR 
The Original 
SHOE SHRINKER 
The Shoe Doctor 


Pat. Ne. 1990142 
with 


Prepared Fluid 

Shrinks Leather or Fabric 

Makes 

Refunds. 

Fit to 

Shoes That Slip at the 

$15 00 Heels or Gap at Sides. 

° Simple and Kasy to Oper- 
Guaranteed One Year ate. 

Write for Mare Information. 


E. C. SMELTZER CO. 
1231 E. Gist St., Indianapolis, Ind. 








N. Y. Wholesalers Move to 
Close July 4th Week-End 


New YorRK.—A movement is under 
way to close the New York wholesale 
shoe and rubber market on Friday and 
Saturday, July 5 and 6, immediately fol- 
lowing the holiday. One hundred per 
cent cooperation is asked of the firms 
in the market in order that a formal an- 
nouncement to the retail trade may be 
made. 

The B. Friedman Shoe Company and 
several others among the larger firms 
have already signified their intention of 
remaining closed on these days. Ex- 
ecutives of wholesale firms wishing to 
join in this movement are asked to call 
Leonard Friedman, care of B. Friedman 
Shoe Company, 109 Reade Street, at 
once, 
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Golf Match and Ocean Cruise 


Both Included in Entertainment Program Planned for Shoe Men 
Who Attend Boston Fair 


BostoNn—One of the pleasurable fea- 
tures of the week of the Boston Shoe 
Fair, beginning July 8, will be a golf 
tournament for visiting shoe buyers. 
In past years the buyers have made a 
commendable showing in swinging 
their clubs accurately and in pushing 
the little white ball into the cup, thus 
bringing them well up into the ranks 
of winners of the many attractive 
prizes that are provided for the best 
shooters. 

The tournament this year will be 
sponsored by the Boston Boot and Shoe 
Club. This is the first time that the 
club has functioned as hosts to the 
visiting retail and wholesale trade at 
a Boston Shoe Fair, and its action is 
in keeping with the policy of President 
Maxwell P. Gaddis of having the club, 
this year, participate in the social ac- 
tivities of the week and at the same 
time extend its cooperation in making 
fair week a great success. 

President Gaddis has appointed 
James P. Gormley, of the Day-Gormley 
Leather Co., Boston, to act as chair- 
man of the clubs golf committee. He 
now is organizing his committee, which 
will be representative of the shoe, 
leather and allied trades, and expects 
this week to announce full details of 


the arrangements for the tournament. 


This social feature has been one of 
the most popular events of the week of 
the Boston Shoe Fair and it is expected 


that the members of the New England 


shoe and leather trade will give the 
tournament the same generous support 
it has in past Summers. 

Another of the delightful features 
of shoe fair week in Boston every July 
for the 15 years, especially to visiting 
retailers and wholesalers from the Mid- 
dle West and South, has been the popu- 
lar ocean trip and fish dinner tendered 
by the New England shoe and leather 
trade. 

Last year the outing was, as usual, 
under the auspices of the Boston Shoe 


Travelers’ Association and this year 
the “boys on the road” for New 
England shoe manufacturers and 
wholesalers are again arranging plans 
for this unusually interesting and de- 
lightful event. 

A year ago the day’s ocean sail to 
Provincetown on the commodious and 
sturdy S. S. Dorothy Bradford was 
voted one of the most enjoyable and 
pleasurable events of any shoe fair. 
Having this in mind, the Boston Shoe 
Travelers’ Association has determined 
to excel even last year’s success, and 
with that end in view President George 
A. McIntyre and his corps of commit- 
tees already are active in making plans 
for another ocean trip on the same 
steamer. 

It has been decided that the outing 
this year will take the visiting buyers 
on a cruise along the North Shore of 
Massachusetts Bay, passing close to 
Lynn Harbor, Salem, Beverly Farms, 
famed as one of the swankiest seashore 
Summer resorts on the New England 
coast, Marblehead, renowned not only 
as once having been a center for the 
manufacture of children’s shoes, but 
also as having one of the great yacht- 
ing harbors of the country, and ending 
at Gloucester, the greatest deep-sea 
fishing port in the world. 

While on the cruise the buyers will 
be served lunch and after arriving at 
Gloucester they will be received by all 
the shoe retailers of that famous fish 
city who, with the mayor of the city, 
will act as a reception committee. 

Time will be arranged for the guests 
of the “shoe boys” to visit one of the 
large plants that receive and prepare 
all kinds of fish for the market and 
observe how this popular article of 
food is prepared ready for the table. 
There will also be time for a baseball 
game between teams representing the 
shoe buyers and the traveling salesmen, 
as well as other athletic sports, for 
which special prizes will be awarded. 





Attractive White Shoe Window Display 
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This is the season at which white shoe promotion is at its peak, and the above 
display used by Butts Shoe Shop, Fulton, N. Y., is a simple yet highly effective 
white shoe window. 
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Unique Shoe Delivery Truck 





New York.—One of the most unique 
delivery trucks which has appeared in 
the last several years is the one illus- 
trated above, which is now being used 
by the Julius Grossman Shoe Stores in 
New York and Brooklyn. 

This display truck is mounted on a 
three-wheel motorcycle, and is in a 
form of a baby shoe. Since Julius 
Grossman has been using radio for 
advertising purposes, the theme song 
of the programs for the past 2% years 
has always been “Baby Shoes.” This 
tie up, therefore, with a shoe delivery 
truck seems to be quite a natural step. 

The shoe stands about 6 feet high 
and is about 7 feet long from heel to 
toe. It has a capacity of several hun- 
dred pairs—and as it cruises the streets 
of New York and Brooklyn, it forms 
an excellent sign for the shoe known 
by the slogan “Good Feet Deserve 
Them and Bad Feet Need Them.” On 


June 22, 


1935 





both sides and on the rear of the shoes 
in large letters is the Julius Grossman 
trademark. Also prominently displayed 
is the slogan by which these famous 
shoes have become known throughout 
the country. 

The idea for constructing a delivery 
truck of this type was originated by 
Walter A. Fribourg, president of the 
organization, who had it built accord- 
ing to his own specifications. The 
truck is driven by a smartly uniformed 
chauffeur, who is trained in all the 
niceties which go to make for fine ser- 
vice to the customers of the Julius 
Grossman store. 

It is the plan of the Julius Grossman 
stores to build this type of delivery 
truck into a larger fleet as needed, 
figuring that the truck acts both as an 
advertising medium and as a very prac- 
tical and economical means of deliver- 
ing shoes. 





Myron H. Parsons Heads Pacific 
Northwest Shoe Travelers 


PORTLAND, ORE.—As usual, the an- 
nual meeting and election of officers of 
the Pacific Northwest Shoe Travelers 
Association preceded the annual con- 
vention of the Northwest Shoe Re- 
tailers. Myron H. Parsons, Northwest- 
ern representative of Enna Jettick 
shoes, was elected president, with 
Frank Duncan of Seattle, vice-presi- 
dent. Edward A. MacLean was re- 
elected secretary-treasurer. 

George Murray, the retiring presi- 
dent, voiced the thoughts of the entire 
membership in saying: “The sentiment 
of our boys is strong in favor of the 
attitude taken by the directors of the 
National Boot and Shoe Manufacturers 
Association in maintaining the essential 
aims of NRA and such important fac- 
tors of economic recovery as minimum 





wages, maximum hours of labor and 
the elimination of child labor. 

“The travelers all hope the retailers 
have the necessary vision which will 
enable them to see the importance to 
themselves of supporting these policies 
so necessary for industrial business 
recovery. The success of the shoe indus- 
try in all branches rests wholly on re- 
tailers depending on those sources of 
supply which openly endorse a sustained 
program of fair business practices.” 

In his speech of acceptance as presi- 
dent, Myron H. Parsons said: “Shoe 
travelers are finding that the only way 
they can protect their own interests is 
through membership in our organiza- 
tion. The N.S.T.A. has done a wonder- 
ful job in helping our members, and 
our official job for the coming year is 
to further this good work.” 

The convention was well attended 
and the discussions proved especially 
interesting. 
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BOSTON FAIR OBSERVES 
SHOE CODE 
BOSTON—The New England Shoe and 


Leather Association, sponsoring the Boston 
Shoe Fair to be held at the Statler Hotel and 
the Copley Plaza Hotel, July 8, 9 and 10, 
will make no changes in the plans for the fair 
announced several weeks ago before the 
NRA act was invalidated by the decision of 
the Supreme Court. 

This action is in keeping with the request 
of the code authority of the industry that 
shoe manufacturers continue to observe the 
shoe code in all its essential parts. 

The New England Shoe & Leather Asso- 
ciation, which for over sixty years has em- 
braced in its membership scores of leading 
shoe and leather firms, would not act con- 
trary to the expressed wish of the code 
authority which, under the NRA, had the 
tight to represent all its members, as well 
as manufacturers located elsewhere. 

The Boston Shoe Fair, therefore, adheres 
to its announcement that no participating 
fees will be charged for the privilege of 
displaying shoes, which is in keeping w'th the 
code. A small service charge is being asked 
of exhibitors, in return for which the fair 
management assumes to perform various du- 
ties for exhibitors that they would otherwise 
have to take care of themselves with the 
hotels, or upon their arrival in Boston. 

Announcement of this fact has already 
been made to all shoe manufacturers, so that 
from an ethical and cooperative standpoint. 
the fair will be conducted in the same spirit 
in which the code authority asks the industry 
to continue to observe the NRA. 

The fair management is gratified to record 
as having already booked a large number 
of reservations for displays. The interest dis- 
played is accentuated by the unusual condi- 
tions of recent origin which are causing many 
to look to Boston and the shoe fair to clarify. 

The recent increases in hides and leather, 
which have been maintained, and which al- 
ready have compelled advances in wholesale 
prices; the trend of the immediate future 
and the future effect, if any, on shoe prices; 
the clarification of the code, and the crystal- 
lization of style trend, are all just now upper- 
most in the minds of buyers, manufacturers 
and leather interests. 

It can reasonably be expected that by the 
time the fair opens, July 8, there will be 
evident certain more or less definite trends 
that will enable the industry to move forward 
with more confidence that they will be on 
the right track in making commitments for the 
Fall and Winter. 

Manufacturers who desire reservations of 
display rooms, and visiting buyers who wish 
reservations of sleeping rooms made in ad- 
vance of their departure for the Fair, may 
apply to The Boston Shoe Fair, 166 Essex 
Street, Boston, and their requests will be 
promptly met. 

The management announces that arrange- 
ments have been made with all railroad pass- 
enger associations for reduced railroad fares, 
on the certificate plan, which requires that 
a convention certificate be obtained at time 
of purchasing ticket to Boston, and on 
arrival in Boston to have the certificate vali- 
dated at the Statler Hotel. The reduced rate 
will be available to all shoe manufacturers, 
leather men, shoe wholesalers, traveling and 
retail shoemen. 
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Art Attracts Crowds to Window 


Cuicaco.—Any hour of the day peo- 
ple may be seen admiring the beautiful 
4 x 8 scenic paintings, eleven of them, 
by Kadlec, a local artist, which form 
the background in Hanan & Son’s five 
display windows. Each white canvas 
portrays a national sport or an alluring 
outdoor scene. The shoe display is 
spread out fanwise from the bottom 
of the canvases, and presents an un- 
usually pleasing and attractive window 
in which are displayed the entire range 
of styles for the season. 
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Frank Allen Promoted 


PoRTSMOUTH, OHIO.—Frank Allen, 
who has held the position of special 
representative in the Wood Heel Di- 
vision, Vulcan Corporation, has been 
made sales manager of that division. 
After having been connected with the 
Selby Shoe Company for many years, 
Mr. Allen joined Vulcan as manager 
of the Wood Heel Plant. His successive 
































FRANK ALLEN 


promotions have come about as a re- 
sult of the ability he has displayed in 
the promotion of this branch of the 
Vulcan business, and during his con- 
nection with the organization he has 
become one of its best known and most 
popular executives. 

In announcing Mr. Allen’s promo- 
tion, President A. L. Mercer of Vulcan 
Corporation said: “I imagine that the 
whole wood heel organization will be 
very glad to have Mr. Allen have the 
title he so richly deserves. He has been 
of much assistance to each wood heel 
manager and salesman and a great help 
to me. I am only too glad to acknowl- 
edge it in this way.” 


Bids Asked for C.C.C. Footwear 


Boston, Mass.—The United States 
Government, through the Boston Quar- 
termaster Depot, has asked for bids on 
Winter-type footwear for use by the 
Civilian Conservation Corps. These in- 
clude approximately 291,000 pairs of 
four-buckle, all-rubber arctics in sizes 
6 to 13; a small quantity of lace boots 
of the logger type; and 34,146 pairs of 
knee-length rubber boots. Bids for the 
latter will be opened June 28. Bids for 
the arctics were scheduled to be opened 
June 15. 
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To Develop Juvenile Styles 


READING, Pa.—George A. Gleason has 
joined the factory organization of Curtis 
Stephens Embry Co. of this city, and 
will function with them in the develop- 
ment of styles. Mr. Gleason is a well- 
known shoe designer and stylist, and 
his immediate efforts will be directed 
toward even further improvement of the 
styles and designs of misses’ and chil- 
dren’s shoes that are about to be shown 
for the coming Fall season by the house. 






To Continue Shoe Ornament 


Business 


PHILADELPHIA, PA.—Morris M. Ri- 
velis of the shoe ornament manufactur- 
ing firm of Rivelis & Brick of this city 
died suddenly in the office of the plant 
May 14. Some years ago when there 
was a great vogue for cut steel orna- 
ments Mr. Rivelis was the first to manu- 
facture this class of product in the 
United States, all other offerings of this 
merchandise being imported from 
France. Mr. Rivelis is survived by his 
widow. H. A. Brick, the remaining 
partner in the firm, will continue the 
business, the name and policy of the 
firm remaining unchanged. 


Important Tax Issue Appealed 


WASHINGTON, D. C. — The United 
States Board of Tax Appeals has been 
called on to determine whether lasts, 
dies and patterns, of seasonal design 
and used only a part of the year, can 
be charged as a capital expenditure, as 
claimed by the Merrimack Shoe Manu- 
facturing Company of Lowell, Mass., or 
whether depreciation deductions only 
can be allowed, as contended by the Com- 
missioner of Internal Revenue. 

The issue is raised in an appeal filed 
by Samuel Kleven, treasurer of the com- 
pany, from the assessment of an income 
tax deficiency covering the calendar year 
1932. The company maintains that the 
revenue bureau erred in computing the 
deficiency, in failing to determine that 
lasts, dies and patterns purchased by 
the company during 1932, at a cost of 
$16,336.92, were capital expenditures, 
and that no deduction was available ex- 
cept a depreciation allowance. The 
company, manufacturers of women’s 
novelty shoes, maintains that the lasts, 
dies and patterns, of extremely season- 
able nature, became worthless after use 
for the particular season. 

If the shoe manufacturer prevails, it 
will mean that such purchases, when 
their usefulness after a particular sea- 
son expires, may be charged off as a 
capital expenditure, thereby reducing 
the taxable income. Should the appeals 
board sustain the commissioner the op- 
posite will be true. 

The company has requested a hearing 
before the Board of Tax Appeals, but 
no hearing date has been fixed. The 
petition has been placed on the calendar 
of the board and will be considered when 
its turn is reached. 

































Desmond's Open New Shop 


Los ANGELES, CAL. — Desmond’s, 
large Los Angeles men’s store system, 
in celebrating the opening of the new 
shoe shop in connection with the store 
at 5500 Wilshire Boulevard, presented 
the largest window display of men’s 
shoes ever seen on Wilshire Boulevard, 
if not in Los Angeles. Five large win- 
dows, including those in the main store 
area, were used with special arrange- 
ment and special decorative motif. The 
display was shown for five successive 
days and drew the maximum of atten- 
tion and comment. 

The new men’s shoe department at 
Desmond’s occupies a room in the same 
building as the Desmond store and was 
formerly occupied by a sporting goods 
store. A large archway has been cut 
through from the main men’s wear de- 
partment. The room itself is 25 by 100 
feet, newly decorated and to a large 
extent newly furnished. 

R. M. McClelland is the manager 
and M. B. McIntyre is assistant man- 
ager. Both men have had experience 
in the down-town main Desmond store. 
Frank J. Crapo is buyer for shoe de- 
partment as he is for all Desmond 
stores. 





New College Shoe Store 


SEATTLE, WASH.—Richard’s will be 
the newest shoe store of the University 
district 


of Seattle. Jim Burnett, 
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brother of B. W. Burnett, who has just 
closed out Burnett’s shoe store in the 
collegiate district, and who was asso- 
ciated with his brother in this business, 
will be the manager of Richard’s. 

The new shoe store will be a unit of 
Richard’s Fifth Avenue shoe store in 
downtown Seattle, which is owned by 
Alfred Boas. It is located at 4514 Uni- 
versity Way, not far from the college 
campus, in the midst of a $12,000,000 a 
year shopping belt that has sprung up 
close to the large University of Wash- 
ington. The store is being extensively 
remodeled to provide a handsome set- 
ting for Mr. Boas’ store. Mr. Boas is 
well known in the university district, 
where he has long resided, while operat- 
ing his Fifth Avenue shoe shop. 





Navy for Fall in Texas 


Dautias, TEx.—“Dallas buys more 
navy shoes than any other town in this 
section of the country,” said S. W. 
Laughlin, Dallas manager of Paul’s. 
“We believe that navy will have a big 
Fall future, along with blacks and 
browns. For our early Fall business, 
in August, we expect a big reception 
for gabardiries and suedes. 

“Sandal business will go right on 
through June and July, we believe, 
with the same appreciative audience it 
now enjoys as a ‘cooler’ for the hot 
Texas Summer.” 
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Health Spot Store Moves 


CHICAGO.— The Health Spot Shoe 
Store, formerly located at 55 East 
Washington Street, on the second floor, 
is now doing business at its new shop 
on the street floor at 55 East Madison 
Street. 

The store is being run under the 
able direction of the Misses Helen and 
Flora Howie, and they report that busi- 
ness has increased greatly since the 
opening, due mainly to the better loca- 
tion and the transient trade. 

It is estimated that better than 20 
per cent of the customers of the store 
are brought there as a result of the 
Health Spot radio advertising program. 





New Firm at Lewiston 


LEWISTON, ME.—The Prospect Shoe 
Co., Inc., has taken two floors in the 
Bates shirt factory, to make 3000 pairs 
of women’s shoes daily. The incorpo- 
rators are of the Prospect Shoe Co. of 
Boston. 


P. J. Watson in New Offices 


New YorK—P. J. Watson, eastern 
representative for Stix, Altman and 
Werner, Inc., of Cincinnati, Ohio, man- 
ufacturers of women’s shoes, has moved 
from his old office in Room 407 to a 
new office in Room 654, in the Mar- 
bridge Building, New York City. 
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Rosenthal Anniversary 


ATHENS, GA.—The Rosenthal Shoe 
Store celebrated its third anniversary 
with the opening event taking place 
Thursday evening, May 30. There was 
a radio broadcast from the store and 
Miss Dixie Dunbar, well-known stage 
and screen star, appeared and enter- 
tained the many people who attended 
the celebration. 

Henry Rosenthal, owner and mana- 
ger of this successful concern, is only 
27 years old. He was born in Augusta, 
Ga., and at the age of 16 he was 
manager of the stock department of the 
wholesale division of the Saxon-Cullum 
Company, the largest shoe concern in 
the South. At 26, Mr. Rosenthal was 
owner and manager of his own store in 
Athens, Ga. 

Eleven years ago while working 
for the Saxon-Cullum Company, Mr. 
Rosenthal told an Augusta Herald re- 
porter, that he intended to make the 
shoe business his life work and that 
his aim was to learn thoroughly the 
fundamentals and possibilities of this 
trade. 

Mr. Rosenthal came to Athens to 
manage the Saxon-Cullum shoe de- 
partment in a local store and shortly 
afterward went into business for him- 
self through the cooperation of the 
Saxon-Cullum Company. In 12 months 
he succeeded in working off his obli- 
gations to this company and since that 
time he has expanded his store from 
his original half-store location to its 
present large location at 195 Clayton 
Street. 








* 
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Slippers—Fruitful Field for Profit 













and serious consideration to slippers, to 
ask themselves whether or not they 
have given slipper business a proper 
play in the past, whether they have 
done full justice to its possibilities, and 
whether one of their most promising 
fields for expanding sales and profit- 
able promotion doesn’t lie right here 
in the neglected field of slipper business 
for the shoe store. 

In the old days, November and De- 
cember were considered to be the two 
principal months for slipper selling. 
They were the months just preceding 
Christmas, and slippers were looked 
upon largely as gift merchandise. The 
merchant had finished his early Fall 
shoe promotion, and he had a cer- 
tain amount of time he could devote 
to other merchandise, so slippers came 
in for their share of attention. The 
slipper business was geared up to this 
plan of merchandising, and was large- 
ly a one-season proposition. 

As the fashion influence gained head- 
way, however, the situation changed 
materially. New styles came out more 
frequently and gave a new stimulus to 
the buying of slippers every month in 
the year. Today there are always new 
things to be had in slippers, and they 
are designed to meet the requirements 
and the costumes of every season of 
the year. For example the fur trim- 
ming that is being used so generally 
on Fall slippers, while it constitutes a 
fashion revival in the slipper industry, 
is nevertheless in harmony with the 
use of fur on negligees and other in- 
formal apparel. 

Many shoe stores have found that 
one of the best ways to make sure of 
getting their maximum potential vol- 
ume of slipper business is to have a 
separate appropriation to cover the 
buying of slippers. Department stores, 
of course, often have a separate de 
partment devoted to slippers, but this 
is rarely possible or practical for the 
average shoe store. A segregated slip-- 
per appropriation means, however, that 
slippers will be treated as a line of 
merchandise apart from the regular 
shoe stock to the extent that it will 








[CONTINUED FROM PAGE 19] 








Fur and shearling, or 
natural sheep's wool, are 
being widely used as 
collars and trim on the 
new slippers for Fall. 








be given its due share of consideration, 
both in buying and promotion. When 
there is no such appropriation it may 
happen that a bad shoe season will 
leave the store overstocked on shoes, 
and slipper buying will be sharply cur- 
tailed along with the rest. Yet this 
might be the sort of a season when 
slippers would be most in demand. 

Good slipper displays and advertis- 
ing have been mentioned as highly im- 
portant. It has also been found very 
helpful in many stores to have a young 
woman who devotes her time principal- 
ly to slipper selling, displays and pro- 
motion. This is in line with the idea 
of departmentization and specialization. 
It is found that more business results 
when it is the responsibility of someone 
to attend to it. Having a few chairs 
near the display case for customers 
trying on slippers has also been found 
helpful, as it helps to close many sales 
which probably would never result if it 
were necessary to ask the customer to 
go back to the shoe department for a 
tryon. 


Check—and Double Check 


CHICAGO.—The double check system, 
as used by C. H. Towne, manager of 
the Enna Jettick Boot Shop, 24 East 
Adams Street, has proved to be one of 
the best selling features of the store. 
The idea of this system is as follows: 
When one of the clerks fits a customer 
to a pair of shoes, another clerk is 
called over to check the fit before the 
customer is permitted to make the pur- 
chase. This system pleases the cus- 
tomer a great deal and also in many 
cases prevents a sale from going 
through that might result eventually in 
an adjustment of some sort. 

Mr. Towne also does a remarkable 
slipper business by trying a pair of 
slippers on every customer that, enters 
the store. No selling effort is made as 
far as the customer is concerned, but 
about 25 per cent of them purchase a 
pair of slippers as a result of this 
method. 
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Chromsteel—the modern fur- 
niture for modern shoe shops. 
Smart, up-to-date, practical 
and very moderately priced. 
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The greatest shoe ever designed for Nurses. 


You can walk or stand all day long The patented Nu-Matic shoe with a 
and never feel tired, when wearing a sponge rubber —- has introduced 
pair of Rohn Nu-Matic nail-less con- a new degree of 
structed shoes, made especially for takes the POUNDING and STRAIN 
Nurses, dining room girls, beauty off the SPINE. 
parlor attendants, doctor’s assistants, like resiliency with every step. It 
ete. 
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you enough stock for the business you 
are doing?” Not, “You have too 
much.” 

With the styling of women’s shoes 
as it has been this Spring—quite fan- 
ciful—and what it will be for Fall— 
gorgeous and more fanciful—buyers 
are not losing their heads over the 
situation. They are still buying plenty 
of basic shoes around which they are 
building their novelties. The path of 
styling is down a direction of good 
taste and sale and re-sale. 

As for worrying over the 18,000,000 
people on relief in the country, Los 
Angeles shoe men like Al Gude, Frank 
Bush, Paul Kirsh, J. H. Ferguson, 
Paul Jesberg and Ted Huggins view 
the situation from a typical Los An- 
geles standpoint. They see over 2,000,- 
000 people in their immediate market. 
Fully a third of these people have 
fairly decent jobs and incomes. The 
possibility of this condition not con- 
tinuing to exist is too remote to con- 
sider, while the chances of an improve- 
ment is considered a certainty. “Our 
job is to furnish these customers of 
ours with plenty of good shoes and 
styles and prices that they like,” is 
the consensus of opinion. 

When buyers come back from the 
market reporting that they have bought 
everything that was beautiful, with 
style their first consideration, it is quite 





Los Angeles—AAA No. 1 Shoe Town” 
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clear evidence of their conception of 
the local retail shoe business. 

Most Los Angeles shoe buyers go 
East to pick up new ideas in store 
operation as well as to give the East- 
ern manufacturers concrete ideas on 
what styles will be for the coming 
season. Talking with a number of 
buyers who have returned from their 
Fall buying trips, it is apparent that 
many of the Eastern stores could learn 
much from the local establishments in 
every department, from advertising 
through merchandising, stock keeping, 
store cleanliness and, what is most im- 
portant, salesmanship. 





Dusenbury's in New Store 


AUBURN, N. Y.—Formal opening of 
the new Dusenbury’s Shoe Store at 3 
State Street took place _ recently. 
The store has been entirely redeco- 
rated and the new show windows par- 
ticularly received much attention, due 
to their unique design and colors. 

The women’s department is located 
near the front of the store, with the 
children’s department adjacent. Both 
of these departments are carpeted in 
dark blue. In the rear of the store are 
located the men’s department and the 
office, with a stock room farther back. 
Chromium trim and a nicely arranged 


lighting system contribute to the bright 
appearance of the store’s interior. 

W. W. Dusenbury, proprietor of the 
store, is one of the outstanding shoe 
men of Central New York and has been 
connected with the retail business here 
and in Geneva for many years. He has 
also been active in the New York State 
Shoe Retailers’ Association. 





Stanley Hunt Goes to Australia 


BROOKLYN, N. Y. — Stanley Hunt, 
children’s shoe buyer for Abraham 
Straus, left June 11, for San Francisco, 
from where he will sail for Australia 
to take charge of the buying of men’s, 
women’s and children’s shoes for 
Myer’s Emporium Company in Mel- 
bourne. 

Mr. Hunt came to this country seven 
years ago from London, where he was 
a salesman in a sporting goods store, 
to attend an amateur magicians’ con- 
vention, he being a very talented one 
himself, having formerly been associ- 
ated with Thurston on the stage. He 
secured a position with Abraham Straus 
as a section manager. After four years 
he was promoted to assistant buyer of 
women’s shoes, and held this position 
for two years, after which he was made 
buyer of children’s shoes, holding this 
job up to the time of his leaving for 
Australia. 

Sam Goldes, men’s shoe buyer for 
Abraham Straus, will take over Mr. 
Hunt’s job and continue it with his 


own. 
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Opens New Store 


LOUISVILLE, Ky.—V. D. Prime, for- 
merly manager of the very successful 
shoe department at the Stewart Dry 
Goods Company, has opened one of the 
most attractive shoe stores in this vi- 
cinity at 629 Fourth Avenue, known 
as Baynham Shoe Store. 

The cream, rough plastered walls 
make a delightful background for the 
rust carpet and the chairs upholstered 
in light blue leather with the footstools 
in dark blue. The fittings of show cases 
and woodwork are in walnut and there 
are many individual mirrors for cus- 
tomers to see the fit of their foot wear. 
Correct fitting is also ensured by an 
X-Ray machine. 

The store will feature high grade 
shoes, from $6 to $16.50, endorsed by 
Dr. Martin Hiss, orthopedist of Los 
Angeles. Mr. Price finds business ex- 


cellent for the limited time he has been 
in the present store and his ripe ex- 
perience in shoe merchandising and the 
host of friends he has made in his 
former position assure success. 





shoes, but furthermore, complete chaos 
would be the answer for the retail shoe 
business in Calfiornia. 

I think it is quite evident, however, 
that similar legislation will again be 
proposed as has been the case repeat- 
edly in the past. It is, therefore, essen- 
tial that the California Shoe Retailers 
Association be at all times vigilant so 
that at the time of such legislation we 
can clearly explain to the committee 
the situation in the retail shoe busi- 
ness; and it is, furthermore, essential 
that we maintain ourselves with such 
a high ethical standard both as to our 
advertising and selling methods so that 
no accusation may ever be levied 
against us charging us with the desire 
to usurp any function which is effi- 
ciently handled at the present time by 
professional groups. 

A few weeks ago I was literally 
“put on the carpet” by another shoe 
retailer who stated I was derelict in my 
duty as head of the California Shoe 
Retailers Association for not vigor- 
ously endorsing certain chain store leg- 
islation. I told him that there were 10 
bills calling for taxation of chain stores, 
some having as high as 20 authors and 
more particularly that some of the bills 
would be very detrimental to stores in 
our membership list, inasmuch as they 
apply to firms having “one or more 
stores,” and also that one in particular 
calls for a tax on gross volume. Legis- 
lation later was concentrated on a bill 
carrying only nominal fees for firms 
having only a few stores, and that leg- 
islation we support through the Cali- 
fornia Association of Dry Goods and 
Specialty Shops. 

Not long ago, I walked into a mer- 
chant’s office and saw hanging on the 
wall above his desk the following slo- 
gan: “It is better to be mistaken about 
a remedy than acquiescent about a 
wrong.” How much sounder, and in 
the long run safer, would have been 
the progress that the business men of 
America would have made during the 
last troublesome and uncharted six 
years of depression, if they had 
adopted a point of view akin to this 
idea rather than always trying to tread 
on hallowed, and quite often unhal- 
lowed and outworn paths of business 
conduct. There is no such thing any 
longer as a safe course for guidance in 
business problems. There should be 
a reasonable procedure backed by self- 
interest of an enlightened type and not 
running counter to sound economic or 
social practice. I say “social practice,” 
because the other fellow must be con- 
sidered more constantly. It is the 
A-B-C of the new economics to say 
that we are living in a very closely 
intertwined society, and have, there- 
fore, not only to look constantly at the 
usually homely, or less frequently, the 
handsome faces of our competitors, but 
also that we have to meet them on a 
competitive basis. It is this, I some- 
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Avoid Obsolete Standards 


[CONTINUED FROM PAGE 30] 
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times call it, “craze” for meeting com- 
petition that has warped the viewpoint 
of many business men which is, I be- 
lieve, responsible for one of the most 
serious problems that every American 
business man must solve before busi- 
ness can again be reinstated on a sane 
basis. In order to reinstate business 
on that basis, it is essential that every 
business man take a long range point 
of view toward this particular prob- 
lem. By “long range,” I mean a point 
of view that is not governed exclu- 
sively by one or two days’ slow busi- 
ness, or by the exigencies of the par- 
ticular minute, but an outlook that 
looks into the future of the particular 
business and what it will be like in 
five years from now, if certain prac- 
tices are permitted to continue. 

Very glad am I indeed to note that 
the rather serious differences of opin- 
ion that existed between the National 
Shoe Manufacturers and National 
Shoe Retailers Association have been 
adjusted, so that these two very impor- 
tant component parts of our great shoe 
industry can work more harmoniously 
toward the furtherance of their com- 
mon goal. 

It should be noted in passing, how- 
ever, that it is becoming constantly 
more important for the development of 
a working agreement between groups 
representing especially the garment, 
hosiery and millinery industries and 
the dry goods groups, so that the style 
rightness in the apparel trades will be 
made known to the shoe trade simul- 
taneously. It happens entirely too fre- 
quently that new fabrics, new colors 
and new motifs are developed for the 
apparel trades for a new season long 
before the shoe industry is made con- 
scious of such a development. In view 
of the fact that shoes serve as an ac- 
cessory to the major outer wearing ap- 
parel lines, it becomes necessary for 
shoe manufacturers and retailers to be 
fashion conscious from the point of 
view of hats and garments. Too often 
a new color or fabric is introduced 
in the apparel trade four or six weeks 
before the corresponding idea is avail- 
able in footwear. Let’s try to remedy 
this awkward situation. 





Bidding for Bride's Patronage 


Los ANGELES, CALIF.—Bullock’s fine 
shoe departments are bidding for the 
summer bride’s patronage by displaying 
a complete grouping of bride’s shoes in 
regular shoe wardrobes, one in the win- 
dow and one in the main department. 
Fifteen pairs of shoes in various pat- 
terns and materials are presented, 
ranging in price from $4 for the plain- 
est of knock-about sandals to $11.50 for 
the finer evening sandals. The line- 
up offers “complete coverage” of all 
needs. 
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| hospitality a very personal 
| consideration has made the 
Bellevue, your home in 
Philadelphia, one of the 
World’s best known hotels. 





| | CLAUDE H. BENNETT, General Manager 


NEW YORK 


Building. 

















One block from Pennsylvania 
R.R. Station and Empire State 
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In New ork 


2 FOR ROOM WITH BATH 


584 large, attractively furnished rooms, 
with private bath...from $2 single and 
$3 double, with running water...from 
$1.50 single and $2.50 double. Home of 
the new Garden Restaurant and the fa- 
mous Cafe Bar Martinique. Direction: 
American Hotels Corporation. J. Leslie 
Kincaid, President. George H. Wartman, 
Supervising Manager. 
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BROADWAY AT 32ND STREET 
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The Real Boss 


[CONTINUED FROM PAGE 28] 


expect to “do business” and hold our 
jobs? 

Would you say it was up to the 
“Boss” to create the “Good-will and 
Demand” for the merchandise you sell? 
Suppose it is. 

In that case, who is “The Boss?” 
Is it the one who hires you to sell the 
goods or the one who buys the goods? 

The Real Boss is the customer. 

He is the “One” you are working for 
—not the one who hired you. 

He will take no excuses, permit no 
explanations. He must be pleased, or 
he will deem you a failure and drive 
you out of your job. 

He is the Big Boss. He rewards you 
lavishly or punishes you severely. He 
pays your salary. He directs all pro- 
motions. He determines all profits. 

Think of this on pay day. As you 
count your salary, remember who is 


paying you. It is not the man who 
hired you. You were not hired to 
serve him. You can’t do anything 


for him that would be worth a dollar 
a week. He simply chose you to serve 
the customer; to present the wares in 
such a way that will please the cus- 
tomer. If you do not please the cus- 
tomer for any reason whatever, the 
man who hired you could better afford 
to pay you to stay away. 


As you count your salary, think also 
of how the customer and not your em- 
ployer became your boss. 

You extended courtesy. Being courte- 
ous, you increaséd the pleasure of shop- 
ping at your shop. 

You were a help in making the pur- 
chase. He wanted something. Perhaps 
he had a vague idea of what he 
wanted. He sought you out as an ex- 
pert. You were acquainted with the 
goods, their quality, and helped to 
select just what was wanted by adroit 
questions and led him to a choice. 

Your suggestions were logical and to 
his best interest. 

You were accurate in your knowl- 
edge, sincere in your presentation and 
having served with satisfaction, you 
were paid by whom? Was it the man 
who hired you or the customer? 

It pays to please your boss. As you 
serve him, so do you also serve your- 
self. For it is by his will that you 
advance in the good-will of the one who 
hired you. 

It is the Customer who makes or 
breaks you, not the man who hired 
you. 

Play up to the boss. Make him 
“C U” and the man who hired you will 
see you too. 

Read! Heed! Remember! 






Salt Lake Shoe Men 
Attend Los Angeles Convention 


SALT LAKE City, UTAH.—One of the 
most enthusiastic delegations returning 
from the recent convention of the Cali- 
fornia retail shoe men in Los Angeles 
was the one headed by E. E. Speicker, 
head of the Speicker Economy Shoe 
Store and the Bootery. He was accom- 
panied by H. G. Farrington of the Econ- 
omy Store and Percy Walker of the 
Bootery. 

Many new ideas in Fall styles were 
bought at the convention, and the big 
city stores were studied very carefully 
for new merchandising, promotion and 
display methods. These men report an 
exceptionally good business for the year 
and they feel very confident that with 
the new merchandise they will have on 
their shelves in the early Fall the com- 
ing season will be a very prosperous one. 





White Wave Hits Des Moines 


Des MOINES, IowA.—An avalanche 
of white shoes is making its appearance 
on Des Moines streets, with June 8 as 
the first great sale day for whites this 
season. Younkers, in holding its semi- 
annual Capacity Day Saturday, had 
one of its biggest single day’s turnover 
in white shoes. 





- 
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CLA/IFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
re 








SALESMEN WANTED POSITION WANTED POSITION WANTED 








WANTED, Experienced Salesman, to carry 


Ms + ot pape ere wee a8 side line. = nt 
england, except Massachusetts, open. n-stoc 
proposition. Strictly Cqmmnieten. Ratestnces EXECUTIVE AVAILABLE 

) t " ° ° . : 
Lincoln Street, Room 810 A. Boston, Mass. Outstanding factory head and executive with national reputa- 
tion and wide experience in all phases of women’s shoe manufac- 
turing and distribution, is available for a responsible position - 
LINE WANTED in the shoe industry. Has successfully promoted several trade- 
, marked lines, directed activities of nation-wide sales staff, and 
ee eee Ps. es inaugurated and operated successfully large stock departments. 
proposition, New York and New England; For further information regarding this man address 


twenty years’ experience; best reference. Ad- 
dress E-296, care Boot & Shoe Recorder, 239 E B TERHUNE 


West 39th Street, New York, N. Y. 
BOOT AND SHOE RECORDER 
239 West 39th Street, New York City 

















BUSINESS OPPORTUNITY 


AN OPPORTUNITY SHOE BUYER AND MANAGER 


TO GO INTO BUSINESS FOR YOURSELF “ ‘ . ‘ r 
BE YOUR OWN BOSS for men’s, women’s and children’s shoes is open for a posi- 


There is a ing for the right : : : . 
ue ty on sores oe Se a tion. While the West Coast is preferred, I will go any- 


to get the franchise for one of the a © 
EE Fon ge hg where that a good opportunity exists. Am thoroughly ex- 


Women's Shoes. perienced in the medium and better grades of shoes, and 


If proper connection can be made - 7 
the mfgr. of these shoes might am well acquainted in all Eastern markets. Best of refer- 


supply part of the capital and give ° e 
the fullest cooperation on advertis- ences can be furnished from Pacific Coast and Eastern 


ing and promotion. Write, stating 
amount of cash you are willing to sources. Leo C. Mansfield, 11825 Gilmore, North Holly- 


invest and experience. 
Address E 301, wood, Calif. 


care Boot and Shoe Recorder, 
239 West 39th St., 
New York City, N. Y. 






































fp oa man age 34, ay pave as store or 
epartment manager, has sixteen years’ 

retail experience, ten years as manager, thor- BUSINESS OPPORTUNITY 
pe no familiar with on en operstice. - 
window trimming, employed in New York, wi 
FOR SALE OR RENT ing to go anywhere. Address E-293, care Boot 


& -_. Recorder, 239 West 39th Street, New 
York, Y. MAKE BIG MONE Y—‘Nature’s Foundation’ 


FoR Sale or Rent very reasonable. Davis nN. Foot Health Service. Learn by mail to make 
shoe factory building, 2 story brick and con- ‘Nature’s Foundation’ Foot Appliances. Positive 
crete, 55 x 160, maple floors, sprinkling system, FOR LE ASE in their action. Individual. Cost of training, 
Kewaunee boiler, electricity, sewerage, lava- $25.00. Easy terms. New easy method of taking 
tories, 3 acres. Horicon is 55 miles N. W. of impressions of the stockinged foot and making 
Milwaukee, highways 28 and 33, on the Mil- 100% LOCATED store in southern town of plaster casts. Impression compound free to stu- 


waukee Railroad in the heart of the dairy belt, 7O 20,000 has space to lease for medium dents or sold separately at $5.00 per set of molds. 
2500 inhabitants, German descent, labor condi- and better grade women’s shoe department. PLYMOUTH FOOT APPLIANCE CO. 
tions ideal. Closing an estate. Administrator, Address E-303, care Boot & Shoe ee. 239 14 W. Broadway, Plymouth, Ohio 


3541 No. Summit Ave., Milwaukee, Wisc. West 39th Street, New York, 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 
address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 

Classified advertising is payable in advance. 

KS” Advertisements for this page must be in our New York office on Friday of the week preceding publication. “€e§ 
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should I hold?” 





You may have a copy, gratis. 


Ask for Bulletin 39-G 


co RP ORA T I 


Founded 1904 






uilding A Portiolio 


The perplexing question confronting 
most investors today is “How can I 
benefit most from business expansion 
ahead and what type of securities 


F Brookmire has answered this question 
: in a brief but exceptionally helpful 
study entitled “Building A Portfolio.” 


BROOKMIRE 


551 Fifth Avenue New York 
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In the very heart of 
Times Square — elese 
to “‘Radlo City.” 









24 floors . . 
sharmingly soindan 
rooms (high above 
the street — your 
guarantee of sound, 
undisturbed steep!) 






Daily rates begin at 


Oo N 






















45th Street, Just West of Times Square. W. Stiles Koones, Mgr. 
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Keep your Business 
Appointments and Se- 
cla} Engagements in 
the beautiful 


GEORGIAN ROOM 
DINE-DANCE to 
melodies by LARRI. 
Entertainment night- 
ly and during Sat, 
Mat. Luncheon. 

For expertly prepared 
Cocktails, It’s the 
Intimate SILVER 
LINING LOUNGE. 























MERCHANTS’ NEEDS 





MERCHANTS’ NEEDS 





BUSINESS OPPORTUNITY 



















Pou SHoE 
OLDER. 


Pat. Fenuiny 

a = ope La £ arch support shoes, 
4 oes and fibre sole 
=" sea 8 | a in the correct up- 
right sition. Occupies little space. Almost 
invisible when in use. Will not fall over. 
Used for Men’s and Women’s shoes. 
















$3.00 per a $1.65 per 2 dozen 
M. D. POLLINGER CO 
sas Holland Bullding st. Louls. Mo. 























WANTED TO PURCHASE 











Buyers of Surplus Stocks 


We will buy surplus or entire ome of shoes 
from manufacturers, jobbers or retailers 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


; 106 Duane St. New York 
4 Phone Worth 2-5377 and 5378 











WE B 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
: ity, Arch Preserver, Queen Quality, Bos- 
s tonians, Etc. 
4 IRVIN RUBIN 

“The House of Jobs’’ 

89 Reade St. Cor. Church 

Phone Barclay 7-7887 New York City 














CASH FOR BRANDED SHOES 
RETAIL OR FACTORY STOCKS 


References: 1. Miller, Nunn-Bush, Geller, Beck, 
Saks—5th Avenue, Melville, Bostonian, etc. 
BARIS SHOE COMPANY, Inc. 
72 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 5181 











DISPLAY © 
IXTURES 


Again SEGALL & SONS Take 

the Lead by Presenting Display 

Equipment in the Newest of 

Modern Designs ot Prices You 

Will Find Most Agreeable. 
A special folder, has 


been prepared. Please ask 
us to mail you a copy 


' SEGALL & SONS 


923 Arch St., Philadelphia 

































YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can —_— to. No capi- 
tal required or goods to y; no agency 
or soliciting. Established. ‘1354. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 














THE ROTTENEST SHOES 


IN AMERICA oF: 

CAN BE MADE TO FIT WELL z 
AND LOOK GOOD BY 2 
THE DUNDE ey 
SHOE RESHAPING ~* 


MACHINE 
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Louis Sachar to Franklin Simon 


New York—Louis Sachar, formerly 
women’s shoe buyer for Stern Broth- 
ers, is now the women’s shoe buyer at 
Franklin Simon & Company. Mr. 
Sachar was connected with Stern 
Brothers for the past 10 years and 
previous to that position he was as- 
sistant buyer for Saks & Company. 
One of the big twelve in the shoe de- 
partment store field of New York, he 













comes to Fifth Avenue and Thirty- 














seventh Street with the best wishes of 
the trade. 





Wolff-Tober Opens New Office 


NEw YorK—AI. Rice, of the Wolff- 
Tober Shoe Company, St. Louis, has 
opened a new office and show room in 
the Marbridge Building, New York, 
carrying both lines of the Carmo Shoe 
Company of Carthage, Mo. Mr. Rice 
will be assisted in his new office by 
Miss Ruth Ziegler. 















HOTEL 


CUNO? 


in Saint Louis 
NINTH a WASHINGTON 





@ This beautiful 
new hotel is located in 
the business, theatre and 
shopping center of the 


city. Garage service. 


e Iwo 


FAMOUS RESTAURANTS 
Coffee Grill. ..The Rathskeller 









Visitors who know 
St. Louis stop at the 


pole cena 


nae 


VICTOR, MANAGER 
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of interest and practical helpfulness for every 
retail shoe merchant, every store manager 
and buyer, every salesman at the fitting stool. 





















Healy in New Job 


BAKERSFIELD, CAL.—Bill Healy, well 
known southern California shoe depart- 
ment manager, is the new manager of 
the shoe department at Weill’s Depart- 
ment Store. He was formerly manager 
for Redlick’s Department Store, now 
closed. 













Bullock's-Wilshire 
Shows Short Vamps 


Los ANGELES, CALIF.—The _ short- 
vamp shop on the third floor of Bul- 
lock’s-Wilshire is showing three impor- 
tant style models that are meeting with 
a good response. One is an all-white 
oxford in white buck, four-eyelet, nat- 
ural leather heel. Perforations are 
used as the outlining decorative motif. 
This number has medium heel and has 
the flattering effect of all short vamps. 

The new chamois suede in combina- 
tion with brown calf on tip and fox 
with a high heel is proving very 
acceptable, the color being adapted for 
use with the more gay colored costumes 
which are already appearing. 

An all-white, one-eyelet tie in white 
buck with perforated tip, fox, and edge, 
high heel and conspicuous bow is also 
popular. These numbers are all me- 
dium price, $8.75 being an average. 

All-white pumps featuring very nar- 
row heels designed to assure a snug 

» fit, made of fine white calf leather, 
accented with large hand-made buckles, 
plain toes, low heels, have gone over 
well in spite of the late season. This 
number is also medium price. 
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MORE POPULAR THAN EVER 


Back in ’33 we said in one of our advertisements showing 
the “Monk” shoe: “Here is a new original creation for 
the modern young lady,” for we had first introduced it 
to our customers in "32. It had a ready reception among 
buyers who seek distinctive patterns in top-quality foot- 
wear. Its popularity has steadily grown each year, and 
now it is among the much-wanted fall styles! 


This ORIGINAL MONK shoe, however, is in a class by 
itself, for there is no seam in the back, it has an all one- 
piece quarter, with bulb-shaped smart fitting heel, seam- 
less inner lining and seamless tongue. A lovely smooth 
interior for dainty feet! 


KEEP GOOD FEET HEALTHY 


The franchise for 
“Kali-sten-iks” is a 
capital asset; if interested 
in grading up, write us. 


THIENSVILLE, WIS. 





NEW YORK: 541 MARBRIDGE BLDG. LOS ANGELES: HAYWARD HOTEL 


Yel. CVII. No. 17, BOOT-AND SHOE RECORDER, published every Saturday by Chilton Company (Inc.), Chestnut and 56th Sts., Philadelphia, Pa. 
matter November 23, 1932, at the Post Office in Philadelphia under Act of March 3, 1879. Sibscription price $3.00 per year. Printed ‘e oe. 7 oe ae 
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COME TO ROOMS W614, W616, W618, HOTEL STATLER 








AT THE 







BOSTON SHOE SHOW'!: 
JULY 8, 9 AND 10 | 
TO SEE THE NEW. FASTER-SELLING-THAN-EVER 
Dunn and M°Carthy Line C 





of *4 Fashion Welts 
and Fashion Welds 


If you are in the market for quick turnover and nice profit, don’t miss this line. 









For those are the fundamentals on which it is built. Women always like their 





quality, their style, theireconomy ... and this season, they’ll be liked even more. 





Mr. Buford H. Jones will be present, assisted by Messrs. Charles E. Heckel, 
Bill Howe, Ed Cushing, Jack Hersome, and A. J. Dunn. 


DUNN and M°CARTHY, INC. 


AUBURN, NEW YORK 
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a ge A nal pont 


The | has to me a pulled 
place — meaning tension 
cad rae on your customer’s 


PAULDING' 


Counters 


“Made in North Rochester, N. H. 





never lose their balance 


A team of Happy Heels—always in perfect poise and position! 
Spaulding Counters will never break down, or let your customer’s heels 
down, in service. They'll go the distance—which is the life of the 
shoe lucky enough to include them. Long-fibre hemp for extra 
strength, interwoven with the finest, purest flax, produces a flexible, 
leather-like product which eats up stress, strain and the hardest wear. 
These Happy Heels carry a shoe from beginning to end with their 
original shape, strength and fine, smooth lines. 

You might just as well give your customers these superior qualities 
of Spaulding Counters. Suggest “With Spaulding Counters” to your 
manufacturer. 


NO OTHER PART OF THE SHOE MEANS $O MUCH | AND COSTS $O LITTLE 
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THESE EXCELSIOR REPRESENTATIVES ARE BRINGING YOU THE COMPLETE DETAILS 


J. ¥. DAVIS 
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EXCELSIOR presents 


OOK at that headline again. America’s 
FIRST High-Style, LOW-Priced Feature 
Shoe. Study the new name, Vani-Tred. 
See how perfectly it suggests beauty and 
comfort. Recall to your own mind how 
many times you have said, “Give me a 
good-looking feature shoe that I can sell at 
$5.00 and Ill get some REAL shoe volume.” 
Read every word of this announcement. 
Then just apply your own merchandising 
imagination. 
Is it any surprise that those retailers who 
have seen the Vani-Tred lines are downright 
enthusiastic in their praise—that they are 








saying “Selby has done it again”? Do you 
wonder that many of them are backing their 
enthusiasm with ORDERS, and looking 
ahead to a highly successful fall and winter 
season, because, at last, they have found a 
feature shoe they can SELL in volume? 


We haven’t room to give you all of the de- 
tails. But here are good-looking women’s 
shoes (Littleway process) that will help 
you make merchandising records. Our men 
are on the road NOW, covering their terri- 
tories as rapidly as possible. They will see 
you soon and give you the complete Vani- 
Tred story and SHOW you the shoes. 


EXCELSIOR SHOES, INC., Portsmouth, Ohio 


= 


GORDON B. HANDLEY JOHN NEWMAN 


Subsidiary of The Selby Shoe Company 





ag 


LEE BINGELL 8. B. VAISEY 


OF TODAY’S MOST 





High-Style, Low-Priced 
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» « « « « America’s First 


By taking an actual impression of a woman’s foot 
in Plaster of Paris, we determined the exact size 
and shape of the “AIR-POCKET” that exists back 
of the ball in almost all women’s shoes carrying 
medium or high heels. To compensate for that 
“air-pocket” and to correct this unnatural condi- 
tion in high-style shoes that causes so much foot 


DUPLEX LAST trouble and discomfort, we developed the VANI.- 


TRED feature (patent applied for) and built it 
Here’s an equally important announcement. Excelsior’s into our new line of VANI-TRED shoes. 
salesmen will be out next week with a new line of 
women’s welt shoes, handsomely styled, made over an 
exclusive, scientifically designed Duplex Last, which 
incorporates a special construction feature developed by 
Charles Henry Brown, inventor of the famous arch 
preserver shoe. 


The DUPLEX LAST feature is modeled in the last and 
built in the shoe. Its purpose is to reduce the ill effects 
of high heels and hard pavements on the ball of the foot 
—a recognition of the need of shoes that are designed 
for modern feet in today’s environment. 


This new welt line, to retail at $5.00, rounds out your 
merchandising opportunity with Vani-Tred footwear. 
Vani-Tred High-Styles feature LITTLEWAYS for the 
thousands of girls and women from 18 to 35 years old 
in your community ... Vani-Tred DUPLEX LAST 
WELTS for those other thousands of customers who 
demand welt types. Vani-Tred will bring them back 
again and again. 





These unretouched X-Ray 
photos show the ‘AIR 
POCKET” (Fig. 1) and the 
VANI-TRED feature (Fig. 
2). Shoe men know what 
high heels do to women’s 
feet. They readily appre- 
ciate how a feature that 


IMPORTANT MESSAGE FOR SHOE RETAILERS! we ) | _uile the gap” and length 








real comfort to high-style. 


4 
we Pe A 


JOE WASSERBERGER EARLE HINESLEY W. H. WITT 
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7736—Gun Metal Kip 
Side Bal, calfskin 
tip, oak sole, grain 
inner, rubber heel. 
Sizes 5/11, B, C, 
D 













OPERATING UNDER 


‘BO Gas Faay 
FUNDAMENTALS 


The complete line will be 
gladly shown to you by the 
Endicott-Johnson salesman 


in your vicinity. 






















pe 
at | 
Thi 
line 
of 1 
wh 
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Enc 
7739—Gun Metal Kip 7709—Gun Metal Kip styl 
Side Bal, cord Side Bal, calfskin the: 
vamp, oak sole, tip, oak sole, grain , 
grain inner, 9/8 inner, 9/8 leather line 
leather heel. Sizes heel. Sizes 5/11, 
5/11, C, D.. .$2.10 B, C, D....$2.10 sale 
LA 7708—Same as 7709 in 
‘% 4 d is T ee eenee 
4 7703- 
7702- 






7748—Gun Metal Kip 
Side Bal, calfskin 
tip, oak sole, grain 
inner, 8/8 leather 
heel. Sizes 5/II, 
SC 0 5.44 


[ee OLS eNE SON 















ABOUT TOWN F 
ENDICOTT-JOHNSON PRESENTS | 
An Outstanding Line of 


MEN’S SHOES 


In Stock 
to retail at %3-00 



































P-to-the-minute styles, in black or tan, for 

business and everyday wear, will ap- 
peal to men who demand really good shoes 
at popular prices. 


Thousands of retailers too, will hail this smart 
line as the solution of the present problem 
of which line to stock that will give the man 
who is living on a limited budget the best 
value for his money. 


Endicott-Johnson is genuinely proud of the 
style, distinctiveness and workmanship in 
these shoes, and merchants who feature this 
line will be proud and pleased too, at the new 
sales records they will establish. 










| 103—Gun Metal Kip 770i—G un Metal Kip 
ag Side Bal, calfskin Side Blucher, calf- 


tip, oak sole, grain skin tip, oak sole, 









inner, rubber heel. grain inner, rubber 
Sizes 5/12, B, C, heel. Sizes 5/14, 
| Se $2.10 8 GC, B66: $2.10 
7102—Same es 7703 in 7700—Same as 7701 in 
ee $2.10 WOR cxancwe $2.10 






ST. LOUIS, MO. 


NEW YORK CITY. fy 
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PUT YOUR 


MONEY 
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ON THE 


Sepheg me gs 


IGHT COLORS 


To come out ahead at the races, you have to put your money 
on the right colors. And this is just as true for the Shoe Retailer 
who wants to add the attractive income of Colored shoes to his 
back-log of sales of Black Glazed Kid. Any store that is to show 
a healthy profit account must stock just the right shade 
of the popular, fashion colors. 


We would be doing both ourselves and those shoe retailers and 
manufacturers who can profit from our colored skins an injustice 
if we were to depend entirely upon the printed page to get 
across the full, rich tones of our current BROWN (#41)... 


SURPASS 
BLUE 


a Brown that is beautifully in line with today's modes and fashion 
dictates. 


So prove to yourself that the Shoe Manufacturers who are already 
using Surpass BROWN Glazed Kid, with all its added beauty of 
firm texture and perfect grain, have wisely approved the shade 
of Brown we are producing—have put their money on the right 
color. See some shoes in Surpass BROWN, or write to one of 
our offices for samples of the leather. The Surpass Leather 
Company, 9th and Westmoreland Streets, Philadelphia, Pa. Branch 
Offices: New York, Boston, Cincinnati, St. Louis, Milwaukee. 
Agencies in London, Paris, Basel, Milan and other Foreign cities. 


SURPASS 
BROWN 
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Hanan S tock Department 


S €LvicCe is accurate and prompt. It satisfies 


exacting demand for distinction in style, patterns 
and leathers. The oxford illustrated —No. 2896 
in genuine White Buck on the Viking Last —is 
typical of the individuality of Hanan stock shoes, 


made to retail at $10.50 and higher . . . If you 


The ; a [ i ty are interested in secure leadership in the 


b ; quality field—in repeat business sea- 
must be first 
in really fine shoemaking. — ; 

; [:f f i write us for the complete 
Hanan has demonstrated this tke atac t ec 


to thousands of merchants and Hanan catalog and ask toeee 


to hundreds of thousands of high a Hanan representative. 
class consumers during the past three 

quarters of a century... Hanan quality Z., | 

begins with Hanan Master Lasts — each 


last perfect for a particular type and shape 


son after season, year after year — 





of foot. When you find the proper Hanan last 
for a customer, that customer is, as a rule, yours 
for life — for every Hanan Shoe built over his 
last, fits him flawlessly and with incomparable 
comfort. And in the range of Hanan Master Lasts 
is the scientifically correct last for every man... 
Further, the Hanan name has identified footwear 
of highest character and quality for so long that 


it magnetically attracts men who want the best. 


HANAN ® SON 


Hanan Shoes are Manufactured and Stocked at 


SANGAMON AND HURON STS. e CHICAGO 
Executive Offices are at 1328 Broadway, New York City 
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Orapery, a very important costume note, is influencing shoe 
design, too. Flexible kidskin meets the occasion perfectly, 


U 


Quilting is an important trimming detail for footwear as well 
as costumes. In classic kidskin, it is very smart and never bulky. 


rt 


Streamline shoes, featuring smooth, unbroken surfaces are very 
new and very elegant. As developed in kidskin, they make the 
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foot look small. 


“SHOE DESIGNS BY HELEN KOZAK 
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It’s the one best bet 
for fall shoe profits 


“An elegant fall and winter!’ decrees Fashion as she stresses kid- 
skin footwear. And an “elegant’’ season it will be—in profits as 
well as style—if you take your cue from the smart shoe merchan- 
disers — and BUY KID! 


Advance shoe-buying figures for the country show kid footwear 
out in front by a wide margin—and the reason is easy to find 
in any forecast of the costume modes. Remember, too,— you can 
step-up your annual late-summer demand for dark shoes by fea- 
turing the smart new styles in brown, black and blue kidskin. 


Make up your mind and your orders now — and BUY KID! 


TAHNERS 
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ELAMS 


THE WAY TO 
BETTER BUSINESS 


Pur healthful, well made shoes on these youngsters’ 
feet and win the patronage of the whole family! 


Elam's Pre-Welt Shoes win instant approval from parents 
for their scientific design, sturdy construction and out- 
standing value. They are nationally known as the finest 


shoes made for children. 


. Established department stores, mail order houses and 
wholesalers endorse Elam's Pre-Welt Shoes and leading 
retailers find them fast, profitable sellers. Our 500 Line 
is made with Full Grain Retan Soles, Water Resisting, 
Golden Color; Solid Leather Counters; Leather Trim- 


mings and Quarter Linings. 


Write for our catalog . . . every one of the attractive 
styles it contains is IN STOCK for immediate delivery. 


DISTRIBUTORS 


LANE BROS. CO. ............. 555 Atlantic Ave. ........ Boston, Mass. 
GLASER SHOE CO. TET, ea cisieviccncas San Francisco, Calif. 
BOSTON SHOE CO. ........... 772 So. Los Angeles St. ....Los Angeles, Calif. 
B. ROSENBERG & SONS SUG: DOE GES csicccsccns New Orleans, La. 


Pre Welt Shoe 
IN STOCK 


FOR SIZES 2 TO 8 


F. S. ELAM SHOE CO. 


176 NORTH WATER ST., ROCHESTER, N. Y. 
See Our Line at N. Y. Office 


439 Marbridge Bldg. 
MARIE E. FINNERTY—MANAGER 
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CRAFTSMANSHIP 








OF CUSTOM QUALITY 





Jayler Made 


J wins FINE SHOES 


Style 2002 


The Astor. Black Calf Oxford, 
calf quarter lining, hard toe 
box, leather heel. Astor last. 


Style 3002. The Devon. 
Same style in Brown Calf. 
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© Che work of Brockton master craftsmen 
makes Caylor- Made Shoes strong in 
Character and supreme in Style. 


yay 


\\ 
\\ 
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Style 2008 


The Martin. Imported 
Black Scotch Grain Oxford, 
calf quarter lining, hard toe 
box, heavy single pliable 
weatherproof sole,extension 
leather heel. London last. 
Style 3008. The Dolphin. 
Same style in Imported 
Brown Scotch Grain. 


@ A complete showing of our 125 In-Stock 
Styles for Fall and Winter at the Statler Hotel, 
Room 403, during the Boston Shoe Fair, July 
8-9-10. We would welcome your inspection. 






E. —. TAYLOR CORP. — BROCKTON, MASS. 


SES 
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“Your SHORTBACK Foot SAVERS 
are the biggest thing that 






ever hit the shoe business!” 









soys J. H. ROBERTS 


of The Stone Shoe Co., Cleveland, Ohio 






J. H. ROBERTS of The Stone Shoe Company, 312 Euclid 
Avenue, Cleveland, Ohio, has been a successful Foot Saver dealer 
over a period of years. Foot Saver’s patented construction and 
alert styling had helped him build up a fine business in Cleveland. 
“But the new Shortback Last, now an exclusive feature in Foot 
Saver Shoes,” says Mr. Roberts, “‘is going to do even greater won- 
ders for me in the way of new sales and permanent customers.” 


















GE ADR 


** NEVER saw anything as re- _ touching the laces or strap, 

markable as the way your _ tell her to take a few steps 
Shortback Foot Savers fit. Why in them. She does—and 
our clerks are even giving them to her amazement the 
what they call the ‘walk-around- _ shoes hug her heel snugly 
unlaced’ test. By that I mean as she walks, without slip- 
they slip a pair of the proper size _ ping or churning. greatest evils in the shoe busi- 
on a woman’s foot and without “We've always known what the _ ness were—shoes too loose in the 
heel or too tight in the toes. 
Nearly every pair we sold a 
woman was wrong one way or 
the other. Generally we gave 
her a larger size and fixed the 
heels by rebinding or by adding 
non-slips or heel pads. Some- 
times we sold her a snug heel fit 
and stretched the toes and ball 
to give her as much room as pos- 
sible without destroying the 
shape of the shoes. 

“Tt wasn’t our fault, or her 
fault that we couldn’t fit her per- 
fectly. It was the fault of the 
shoe manufacturers and_ last 
makers. And every dealer I’ve ever 












SERN NE eee te 




























SES ae Ries ani 















The interior of The Stone Shoe Cc., 
where this progressive Foot Saver dealer’s 
salespeople give customers the ‘“‘walk- 
around-unlaced” test to prove the supe- 
rior heel-fitting qualities of Foot Saver 
Shoes with their new Shortback Last. 
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talked to has privately made the 
same confession to me. 

“But your new Shortback 
Lasts have solved the problem. 
We are making new friends for 
our store every day. They go 
away praising to their friends 
our skillful fitting service. But 
we know the real answer is in 
your Shortback Free-Walking 
Lasts. 

“Before business really picked 


1935 


up in Cleveland, Foot Savers, 
with this exclusive feature 
which women couldn’t find in 
other shoes, proved a life saver 
to us. 

‘Now that times are better 
and women are able to demand 
quality and style and fit we 
know we have the answer in 
Shortback Foot Savers. And 
are we going to make money 
selling them!” 


Shortback Lasts are exclusive with us. 
We have applied for basic patents 
covering their design and manufacture. 
Foot Saver Shoes and only Foot Saver 
Shoes are made over Shortback Lasts. 

If you believe you can do a real 
business with Shortback Foot Savers 


in your locality write us today. 


NATIONAL 


ADVERTISING 


of Foot Saver Shoes featuring the new Shortback 
Last, will appear in leading women’s magazines with 
circulations totalling 7,355,734 copies per month— 
thousands of them going to the best homes in your 
locality. Every advertisement will urge women to 
look for the name of the nearest Foot Saver dealer in 
their Classified Directory. Foot Saver dealers so 


listed will profit accordingly. 


teot 
wie 


oes" 


A0VaNe, 
Rivas . 
TRaoe 
{OitroN 

1 te ata pan tg 





Made Exclusively by 


THE JULIAN & KOKENGE COMPANY 


®@ Heel of a smart new 
Foot Saver Shoe. The 


®@ You see heels like 
this everywhere. The 
toes may fit but the 
heel is loose. Appear- 
ance and_ stockings 
have been sacrificed 
for toe comfort! 


Shortback Last makes = 
the leather hug the FE 


foot—yet the wearer’s 
toes are comfortable. 


®@ Old-fashioned lasts 
made the shoe bulge 
and gap along the side, 
particularly when 
walking or following 
the first month’s wear. 


@ But Foot Saver Shoes 
are shaped to hug the 
heel closely, without 
slipping, even when in 
motion, and without 
special fitting or heel 
pads. 


COLUMBUS, OHIO 
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HOEMEN speak of shoes in 
terms of grades. How often 
have you heard it said that “So- 
And-So makes the best shoes in 
his grade?” 


Well, we’ve made shoes of a 
quality grade ever since we have 
been in the business of manufac- 
turing exquisite footwear. And 
what is of great importance WE 
HAVE NEVER LOWERED 
OUR GRADE. 
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We believe that this is an era 
of specialization. A shoe fac- 
tory to turn out the best prod- 
uct must specialize—must con- 
centrate on one grade. How 
many times have we been 
tempted during periods of slug- 
gish business conditions to lower 
our grade! Happily, we have 
always resisted that temptation! 


Instead of making various 
grades we have put our every 
effort into making the shoes in 
our grade better than ever be- 
fore. We know that this policy 
has led us to a position of ac- 
knowledged leadership. 


Yes, we have “made the grade” 
by making the grade — better. 


And so as we go into the Fall 
season we believe that in our 
grade (which means in smart 


shoes to retail from $10.50 to 
$12.50) we have developed 
more style, given better quality, 
finer fit, and have made it more 
possible for retailers to make 
more money and win more satis- 
fied customers than ever before 
in the history of our business. 


That is what we are pleased to 
describe as “making the grade 
—hbetter.” 


If you have been having an up- 
hill battle in showing profitable 
progress in your department, 
or if you want to make a suc- 
cessful department more suc- 
cessful, Andrew Geller exquis- 
ite footwear may help YOU— 
make the grade! 


We invite retailers to inspect 
our shoes for the coming Fall 
and Winter seasons. 





Andrew Geller 


exquisite footwear 
BROOKLYN 
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